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239 WEST 39th STREET 





QUALITY GUARANTEED 
SEE PAGE 141 THIS CATALOG 
ARMSTRONG BROS. TOOL CO. 2y,%cRANCHCO AVE 














Welded and Weldiess Chains 
AMERICAN CHAIN COMPAN 





$0. 151 
IPANY, Incorporated 
World's Largest Manufacturers of Chains for Every Purpose 
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“THE WORLD'S LARGEST PRODUCER OF WASHERS” 

















WROUGHT WASHER MFG. CO. 
MILWAUKER Retablisned tmnt WISCONSIN 



























The 1927-1928 Edition of 
HARDWARE AGE CATALOG 
for HARDWARE BUYERS 


is now on the press and will soon be distributed to the 
hardware trade. 

To wholesale and retail hardware dealers it will show the 
way to still greater convenience, time saving and many addi- 
tional sales. 

Over 6000 additions and changes in listings and catalog 
data increase tremendously the help it will give hardware 
buyers everywhere, in their buying problems looking up the 
products of American Manufacturers of hardware and kindred 
products. 

We take great pleasure announcing the early publication of 
this specialized hardware buyers guide, developed solely to 
fit the daily needs of the hardware trade. 


HARDWARE AGE CATALOG 


NEW YORK CITY 






























Two Sections—Section One 
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146 distributors answered a recent independent inquiry on screw 


plates—maybe you were one of them. 


Of the ones who handled GT Dscrew plates (81% of the 
total) 38.1% found that there was a great deal of competition on 
screw plates. But of the ones who handled other makes 61.1% 


reported heavy competition. 


particularly G#eGiont Screw Pilates, 


A Serious Matter . ' 
vou are handicapping yourself in your 
This, we submit, is a serious matter, _ wish to serve this particular market. 


and well worth your careful thought. = : 

° m cxmemn 
Do you want competition, or would you Competition Only One Side 
prefer to handle your market with as There are other interesting aspects to 


the screw plate market—particu- 
larly if you are a mill supply dis- 
tributor. A twenty page survey of 
to draw from these facts—it is easy this market illustrated with eigh- 
to sell GYD Screw Plates. It is teen charts and graphs has been 


comparatively difficult to sell other prepared covering the possibilities, rela- 
tive popularity of brands, and of assort- 


ments. It will be sent to any GYD dis- 

Every successful merchant is alert for tributor who requests it on his letter- 
the best opportunities to sell. He ison head. We can guarantee that it is the 
the watch for the goods which sell easiest |= most complete picture of the screw plate 
and give greatest satisfaction. If you market ever produced. Better send to- 


are not now selling G¥D Screw Plates, day for your copy. 


little of it as possible? 


We can see but one conclusion 





brands in competition. 
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GREENFIELD TAP & 4 
/ DIE CORPORATION, 1 
e e Greenfield, Mass. ; 
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’ I enclose my letterhead and request a cop) * 
@ of your screw plate survey. £ 
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Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd.. Galt, Ontario 
HARDWARE AGE, published weekly by the IRON AGE PUBLISHING CO., at 239 West 39th Street, New York, N. Y., U. 8S. A. Entered as second 
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Hang this free instruction 
card on the wall of your 
store. Write for it TODAY. 








Every painter 
wants to know 
how to break up 


Eagle White Lead 


in less than 
10 minutes 


ASTER painters everywhere 
want to know about the new 
time-saving method for breaking up 
Eagle Pure White Lead in less than 


ten minutes. 


This break-up, possible because of 
the special design of the Eagle keg, and 
the uniform consistency of Eagle, is ex- 
plained and described in full detail in 
our instruction card. Keep a supply of 
these cards on hand for the convenience 
of your customers. Hang one promi- 
nently in your store—it will help boost 
your sales of Eagle. 

Write today for a free supply of in- 
struction cards explaining the quick 
break-up. The Eagle-Picher Lead 
Company, 134 North La Salle Street, 
Chicago. ; 


EAGLE 


PureWHITE LEAD 


OLD DUTCH PROCESS 


are 
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A WORLD WIDE 









N. Y. Building 
of U.P.C. 
239 West 39th St. 











A. C. PEARSON 
Chairman of the Board of 
the U.P.C. 
President of the Textile 
Publishing Co., N. Y.C. 


FRITZ J. FRANK 
President of the U.P.C. 
President of the Iron Age 
Publishing Co., N. Y.C. 


c. A. MUSSELMAN 
Vice-Presidert of the 
UPC. 
President of the Chilton 
Class Journal Co., Phila. 


F. C. STEVENS 
Treasurer of the U.P.C. 
President of the Federal 

Printing Co., N. Y. C. 
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Philadelphia Plant of U.P.C. 
N. W. Cor. Chestnut and 56th Sts. 
Headquarters Chilton Class Journal Co. 
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SERVICE 


Through a Staff of 055 
Editors and Correspondents 


T is difficult for the layman to comprehend 
the workings of an organization such as the 
United Publishers Corporation, for the details 
of business-paper publishing are multitudinous. 


For example, there are over 600 editors and 
correspondents in all parts of the world regularly 
contributing to the reading pages of the group 
of publications owned by the United Publishers 
Corporation. 


This vast army of news-gatherers accounts for 
the great reader interest of the U. P. C. journals, 
which are leaders in their respective fields. 














( The United Publishers 


Corporation is made up 
of many different units 
which deal _ thoroughly 
with all phases of the 


publishing business. 


This type of organization 
has the advantage of the 
individual initiative of 
the units and the ad- 
visory direction of the 


parent corporation. 
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You can assure your customers that if “it’s a 
PEXTO” you have sold them a tool that is of 
highest quality, fully guaranteed as to work- 
manship and material and a tool that is de- 
signed to do properly the work for which it is 
intended. 


The PEXTO line covers a great variety of 
Mechanics Hand Tools, and if you do not have 
our No. 26T Catalog on your desk or in your file 
we would be glad to furnish you with one. 


The Peck, Stow & Wilcox Company 
Southington, Conn., U. S. A. 
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MAGAZINE REPEATING 


Ie Canada, Razor with 20 blades, $6.50. Clips of 20 blades, $1.00. Canadian Distributors, T. S. Simms & Co., Ltd., St. John. Montreal, Toronto, Winnipeg, Vancouver 


Bic Razor 


Bigger than ever 
now that national advertising 
is making the Schick Razor 
sell _— Sak, tee ee 


HERES hay the new Schick Re- 

peating Razor will make bigger 
profits for you: A national adver- 
tising campaign in the Saturday 
Evening Post, a page every other 
week. This will be one of the big- 
gest campaigns in any magazine. 
Many dealers have already pocketed 
razor profits new to the hardware 
field. Now it’s your turn. 

The $5.00 price on the Schick 
Repeating Razor is strictly main- 
tained.The liberal margin puts razors 
on a new basis where you can make 
money. With these two profit fea- 
tures and now a national advertising 
campaign, bigger razor profits are 
coming your way than you ever 
made before. Thousands of men 
bought the Schick Razor on sight. 
Overnight they told friends how the 
Schick Repeating Razor gives a new 
after-shave comfort to the face — 
how it saves shaving time. Now na- 
tional advertising will bring the men 
in your city right to your counter. 

The Schick Profit Triangle guar- 
antees you full profit: A Strict Price 
Maintenance Policy. A Liberal Profit 
Margin. A National Advertising 
Campaign. Your jobber has a sup- 
ply of Schick Repeating Razors and 
blades. Put in a stock now. Display 
them prominently. Effective display 
material is available— Free. 





To replace a blade, just pull out the 
handle, push it in again 





Tilt the razor head and you 
are ready to shave. Nothing 


SCHICK 


REPEATING 


RAZOR itt 


RAZOR COMPANY, 285 MADISON AVENUE, 








mh 


Here it is, the new Schick Repeating Razor. 
A whole razor in one unit. No parts to as- 
semble. No blades to wipe off after shaving. 
Every one of the twenty blades shaves at the 
skin line, smoothly, without scraping the face. 
Pull off the cap, tilt the head, and start shav- 
ing. Shavers by the thousand have marveled 


at the simplicity and efficiency of the Schick 


Repeating Razor. 





Out slides the old blade—in comes 
the new blade 


NEW YORK 
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» (elt @F-V) Ey) good screw drivers! 


The average man seems to expect dollar 
quality from ten-cent screw drivers. Then 
he discovers thick tips, broken tips, twisted 
tips, loose handles, broken handles, brittle 


shanks, and soft-iron shanks. 


You can prove from the points listed below 
that a real screw driver is cheaper to use in 


the long run. 


1. Blade, shank and head formed from one piece 
of special steel. 


2. Blade is correctly forged and tempered. 





3. A pin through the ferrule, handle, and blade, 
and two wings on the head hold the blade 
securely and keep it from turning. 





4. Handle of hardwood, fluted and well finished. 
5. Tips of blades well formed, carefully hardened 


and tempered. 


THE STANLEY RULE.AND LEVEL PLANT 
NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 


[ STANLEY ] 
(Sw) 














Selling points of Stanley ‘‘Hurwood”’ Screw Drivers 





STANLEY 
**Hurwood”’ Screw Driver No. 20 
Made in all sizes 


The new Stanley Tool Book and Plan Serv- 
ice will increase your tool sales. Be sure 
you have asupply of these books and plans. 











STANLEY TOOLS 
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——by the keenest 


buying brains in the country 


A originators of the Tubular and 

Clinch rivets and with a record of 
more than fifty years of successful ac- 

~ complishment behind us we know that 
this product cannot be made better or 
priced fairer than we make them and 
price them. 





Le 8 8 8 Oe 


TUBULAR RIVET & STUD 
can toraamae COMPANY 


J. T. MeDEVITT 
Postal Telegraph Buildin 


Sua Weunalion, Callesnts B O ~ TO N 
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Your Big Sales Story! 




























is the same wide 








difference | = 
tween a bicycle and a 1927 cure, 
At $75 (freight extra) VECTO $1 ga 
Warm Air Heater is the best ae a 
method of heating stores, AEF = 


Any responsible mer- 
chandiser can build 
his business into size, 
permanence and in- 
dependence, by tak- 
ing advantage of our 
dealer advertising 
service and our Par- 
tial Payment Plan! 


Write us, NOW! 


AMERICAN RADIATOR (OMPANY 


Showrooms and sales offices: NewYork, Boston, Providence, New Haven, Newark, Phila- 
delphia, Baltimore, Washington, Richmond, Buffalo, Pittsburgh, Cleveland, Detroit, 
Cincinnati, Atlanta, Chicago, Milwaukee, Indianapolis, St. Louis, St. Paul, Minneapolis, 
Omaha, Kansas City, Denver, San Francisco, Los Angeles, Seattle, Toronto, 
London, Paris, Milan, Brussels, Berlin. 
Makers of IDEAL Boilers, AMERICAN Radiators, ARCO Tank Heaters, VENTO Ventilating 
Heaters ices for drying, 


| AIRID Air Valves, MERCOID Controls, and devices fi 
bhumidifying, cooling and refrigeration. 
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WARD WIKWIRE 


454 Pane Garcet Phone River $12 
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: World’s Best Files for 


Cross-Cut Saws 


'SIMOND 


Special Cross-Cut Saw Files 


Greater service and more value are what you give your customers when 
you sell them Simonds Special Cross-Cut Saw Files. High-grade from their 
foundation of exceptional steel to the keen, edge-holding teeth, these files 
give users more satisfaction. That is why they are demanded by saw filers 
wherever cross-cut saws are used. They are made 6”, 7”, 8” and 10”, the 
seven inch length being in greatest demand and the best seller. 


Order through your jobber. 


We! SIMMONDS 








List Prices and Sizes 
ee RENE Sa $4.60 Dozen Saw and Steel Co. 
ae Titaie 6 Saha We 4.90 Dozen 
Be ae ree 5.80 Dozen Established 1832 
ee Sa Ae 7.80 Dozen Fitchburg, Mass. 
Subject to Dealers’ Discounts 
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Our Galvanized Hardware Cloth Is Durable 


When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 
Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 





We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
Y%, % and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable,in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 

Screen Cloth 

Poultry Netting and Staples 








Write your Jobber for full information 
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The Carpenter 





The Home Owner 





The Machinist 





For more than three generations 
experienced tool users have looked 
for the “D. Maydole” stamped in 
the head of every genuine Maydole 
Hammer. 


Today it can be fairly stated that 
Maydole Hammers are known and 
preferred by the vast majority of 
expert tool users—the men who are 
your best customers. 





They all know 
Maydole 





Cash in on Maydole prestige and 
national advertising. Be sure your 
stock is comptete. There is a style 
and weight Maydole for every need. 
Order from your jobber. 


Write us for Catalog and useful 
Pocket Handbook 23 “C”. Also 
write for handsome counter or win- 
dow display cards. 


a HAMM yo ole 


th Ac 


The David Maydole Hammer Co..Norwich NY 1170 
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LET 7RUE TEMPER TOOL TAGS 
_SELL For You! 





ROE: 















TRUE TEMPER 


branded on the handle of every genuine fool 









Branded on 
the handle of 












every genuine *, 
Here is a silent salesman that costs you nothing. TRUE 
Put him on your payroll and let him sell for you. / TEMPER 
too 
On the rack or in the window, True Temper 


Tool Tags attached to the proper tools are al- 
ways on the job to suggest the right tool for 
each task. 


These tags are displayed in all our advertise- 
ments to the farmers and gardeners of the 
country, to create a demand for steel goods 
every month in the year. 





Write today for full details of how 4 
you can get your share of the re- 
turns from our national advertising. 


THE AMERICAN FORK & HOE COMPANY 
General Offices: Cleveland, Ohio 
Makers of Farm and Garden Tools for Over 100 Years 


RUE TEMPER exon 


GARDEN 








DOLS 
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Which gets more heisimess 





several incomplete lines or Good Buildings Deserve 


one really COMPLETE line? 
2 What happens to the dealer 
who carries incomplete lines 
when he gets acontract order 
for hardware? Locks from 


one manufacturer — butts from another — 
door checks from a third. Deliveries all hit 
or miss. Hardware that doesn’t match. Worry. 
Annoyance. 


And with one complete line of Good 
Hardware-Corbin—all the hardware 
atrives at one time—on time. Prompt 
service. It matches. It pleases. It wins more 
friends for the Corbin dealer on the next job. 


And who doesn’t believe that 
making friends helps 


With a complete line, such as Good Hardware- 
Corbin—there is a real story to tell. Our ad- 
vertising has made a friendly market for our 
hardware. When you say to a customer, “It is 
Corbin,” you use an argument which is hard 
to beat. And Corbin stays sold wherever it is 
installed—quietly goes on making more and 
better friends. 


Good Hardware-Corbin not ff 
only appears in every . 
Model Home of the Home 
Owners’ Service Institute, 
but it is featured in all the 
Institute advertising, to over three million 
families. This in addition to Corbin’s own 
advertising, which reaches over five million 
families each month. 





The thousands of people 
who visit Model Homes are 
searching for information 
to use when they build. Be 
sure that they find these 
booklets there to take away 
with them, describing Good Hardware-Corbin 
and imprinted with your name. To furnish 
them is a small part of our service to you. 





Good Hardware 





Thisknocker almost seems to say““Come in” 
Even hardware can be inviting if it 
is Good Hardware—Corbin 


Welcome to a home where the hardware works as well as it 
looks. Where locks can bedepended on. Where hinges work 
quietly, smoothly. Where windows open as easily as they close. Where 
bolts and latches hold securely—yet operate with no trouble at all. 
That’s the way your hardware should work. That’s the way it will work 
—if you give your home the hardware it deserves—which is to say, 
Good Hardware-Corbin. 


An illustrated booklet (S-8), P. & F. CORBI SINCE Saeco 


that will tell you all about 
The American Hardware Corporation, Successor 


this Good Hardware, awaits 
your request. 
New York Chicago Philadelphia 
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Smallest brass hook or 


costliest lock unit 


must conform to same 


Sargent standards 


SARGENT bright-wire goods and 
brass cups and screw hooks are 
famous for their uniform quality. 
The same careful attention given to 
the manufacture and inspection of 
Sargent builders’ hardware insures 
good points and threads in Sargent 
bright-wire goods. 


Besides the screw eyes, screw 
hooks, hooks and eyes, and brass cup 
and screw hooks pictured here, there 
is a great variety of wire goods— 
awning eyes, “S” hooks, coat and hat 
hooks and others to meet your every 
requirement. 


CONVENIENTLY PACKED 
IN 25’s—50’s—100’s 


The decimal system of pricing and 
packing Sargent goods simplifies 
figuring and saves your time in arriv- 
ing at the price for any given quan- 
tity. Sheets showing prices by the 
hundred as compared to the old list 
by the gross and giving quantity in 
box of each number will be sent upon 
request. 


SARGENT & COMPANY 
Hardware Manufacturers 
NEW HAVEN, CONN. 


New York: 92-98 Centre Street 
Chicago: 150 North Wacker Drive (at Randolph) 








f_) 
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.. sale of enameled 


1s on the incredse... 


WAVE 
” 


Says Mr. William Molter, of C. H. 
Little & Company, Freeport, Illinois, 


S EVERY dealer knows, 
there are fads in cooking 
utensils just as there are in 
other lines. Often these are 
artificially stimulated by sell- 
ing stunts that flare up in the public 
eye and then soon die down. 


No store is in a better position to 
study the market for house furnish- 
ings than C. H. Little & Company, 
Freeport, Illinois. This concern spe- 
cializes in such goods. Crockery, 
glassware, lamp goods and toys com- 
prise the rest of their stock in trade. 


For nearly twelve years C. H. Little 
& Company have been handling Voll- 
rath Ware and have enjoyed a steadily 
increasing business every year. 


“We carry about $250 worth of 
stock of Vollrath Ware,’’ says Mr. 
William Molter, the buyer, “‘and we 
turn it between four and five times 





This open front table, with deck above, 
occupies a prominent position in the retail 
store of C. H. Little & Company, Free- 
port, Illinois. It occupies only 96 square 
feet of space yet sells nearly $2000 worth of 
Vollrath Ware annually! 


whose business puts him in a favor- 
able position for observing the mar- 
ket for all kinds of house furnishings. 


annually. Our mark-up on this line 
pays us a nice profit. 

“Our display, which is in a prom- 
inent spot in our retail department, 
covers about 96 square feet. 

‘“We use electros and mats for news- 
paper space as well as inserts and 
display cards furnished us by the 
Company. These all help to get cus- 
tomers into the store. 


‘Our stock is kept up to date all 
the time by checking it up on the 
Vollrath Stock Sheet. The Vollrath 
salesman usually takes care of this 
for us, Never permitting us to get out 
of an item nor to accumulate dead 
ones. This also saves a lot of my 
time in buying. 


‘‘We have noticed from these 
records a steadily increasing 
business in enameled ware, 
which firmly convinces us that 
it is the one kind of kitchen 
wage that is here to stay. Vollrath 
Ware has always proved to be the best 
of the white wares, for we have never 
had to make many replacements and 
our trade continues to come back.”’ 


Everywhere dealers like Mr. Molter 
are enjoying more and more enameled 
ware business, especially those dealers 
handling Vollrath Ware. 


If you are not one of them, ask the 
Vollrath salesman to give you full par- 
ticulars about the line, or write us for 
complete information. 


THE VOLLRATH COMPANY 
Established 1874 
Sheboygan - 


Wisconsin 
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, experienced mechanic knows the 
difference between bolts that are good 
and bad in spots, and bolts that run 
uniformly good day after day and year 
after year. 


Empire New Process Bolts, with theit 
threads of gauge-like accuracy and 
their tensile strength of more 
than 80,000 lbs., speed up the 

work and /nsure its strength. 


® BOLT& NUT COMPANY © 


PORT CHESTER.NY. 


EMPIRE e< BOLTS — 
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Sell the Shell that Shooters Want 
and Sell More Ammunition 


The thrill and satisfaction of pulling down high-flying ducks and geese at amazing dis- 
tances has made Western Super-X the fastest selling heavy load in America. 
WesTERN Super-X gives shooters extra range and greater effectiveness because of Short 
Shot String. 

The shot charge from the Western Super-X load travels through the air in a compact 
mass—instead of stringing out like ordinary loads, sometimes as much as 20 feet at 40 
yards. 

Western's patented niachine for measuring shot stringing has made it possible to control 
this important factor, and to double the number of effective pellets, especially at the 
longer ranges. Shooters want this big advantage. 

In rifle and revolver cartridges, as well as in shotgun shells, Western has contributed 
many outstanding exclusive developments. 

Western Lubaloy (lubricating alloy) bullet cartridges and Western Non-Corrosive .22's 
increase the accuracy and prolong the life of the rifle. 


Western Open-point Expanding bullets have long been famous for their terrific killing 
power. 

New Western Boat-tail bullets, recently announced, have greatly increased the effective- 
ness of many sporting cartridges. 

All of these important improvements in ammunition—backed by extensive and per- 
sistent advertising in the magazines and farm papers that shooters read have built up a 
definite consumer demand for Western ammunition. Western “Outsells because it 
Outshoots!"” Write your jobber today for complete details. 


WESTERN CARTRIDGE COMPANY, 860 Hunter Ave., East Alton, Ill. 
Branch Offices: Hoboken, N. J., San Francisco, Cal. 





Free 


idow Display 


Outsells because 1t Outshoots 
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forall ’ round shooting 





Hook up with this Double- 
Barreled Sales Proposition! 


WESTERN Xpert and WesTERN Super-X shells form the most profitable 
sales combination in the shotgun ammunition field. 


The big demand for both of these popular shells keeps the cash reg- 
isters ringing for WesTERN dealers. 





WestTERN Xpert and WesTERN Super-X include a load for every shoot- 
ing purpose. They enable you to simplify your ammunition line and 
still meet every demand. 


For rabbits, quail, trapshooting, and all-round field shooting, WesTeRN 

X pert has grown in popularity until it is one of the largest-selling shells 

on the market. . . . Top quality—-at a popular price! Smokeless—fast 
uniform—and with dense, even patterns. 


Sell Western Xpert for all kinds of shooting that doesn’t call for the 
long range of WesTERN Super-X, the load with the Short Shot String. 
Read about it on the following page. 


Western Xpert and Western Super-X 
meet every shotgun demand 


PRINTED IN U.S.A. 


“Outsells because it Outshoots 
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All-Steel p 


MAGINE selling a mower that is unbreakable, and 

always 100% efficient. That’s what the new F.& N. 
All-Steel Mower is. Built up—not stamped out—of solid 
steel throughout, the toughest and hardest known. 
Besides, the new, patented principle of driving mechanism sets 
a new standard for easy running. In addition, every bearing is 
a roller bearing. Hyatts in the drive wheels. Timkens in the 
revolving reel—equipped with the famous F. & N. Self-Adjusting 
Device. Every part is precision machined and fitted as accur- 
ately as those in the finest automobiles. Nothing has been spared 
to make this the most perfect mower ever produced, and free 
from mechanical attention. Get all the facts now. 


Order from Your Jobber ~ 
or Write Us EARLY 


| te FeWN, - AWN MOWER COMPANY 


RICHMOND, INDIANA, U.S.A. 
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Announcement 


of partnership between 














MR. CLARENCE E. BULLOCK 


17 Years’ Contact with Mid-western 
Jobbers and Buyers 














MR. MALCOLM ISBISTER 


14 Years Mid-western Representative 
for a Large Eastern Manufacturer 


A Statement of Policy 


To further co-operate with the 
manufacturers whom we now 
represent and to further serve the 
distributors and jobbers in this 
Mid-western territory, we make 
this announcement of purpose 
and of policy. 


As the direct personal, salaried 
representatives of the manufac- 
turers listed below, managing a 
Chicago office and service ware- 
house directly for these concerns, 
we have eliminated the term 
“manufacturers agents” and built 
up in its place a co-operative rela- 


tionship which has worked suc- 
cessfully because it is based upon 
mutual respect and trust. 


We have given full co-operation 
and received it. Mr. Malcolm Is- 
bister comes into this organiza- 
tion with twenty-five years’ hard- 
ware experience in this country 
and abroad, materially strength- 
ening it. We shall better our ser- 
vice and contacts in every way 
with distributors and jobbers, and 
will be better representatives for 
those men who had faith in us 
and helped us to grow. 


Representing 


Evansville Tool Works, 
Evansville, Ind. 
Pittsburgh Shovel Co., 
Pittsburgh, Pa. 
Forsberg Mfg. Co., 
Bridgeport, Conn. 


Bergman Tool Mfg. Co., 
Buffalo, N. Y. 

American Handle Co., 
Jonesboro, Ark. 

Otto Bernz Co., Inc., 
Newark, N. J. 


Master Rule Mfg. Co. 
New York, N. Y. 

O. M. Edwards Lock Co., 
Syracuse, N. Y 

Landon P. Smith, Inc., 
Irvington, N. J 


Shelton Tack Co., Shelton, Conn. 


BULLOCK & ISBISTER 


(Formerly Clarence E. Bullock) 


174 North Market Street, 


Chicago, Illinois 








Ashes removed from fur- 


the sifter tray. Lid is 
replaced and can is rocked 
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nace are shoveled into 


back and _ forth — com- 
pletely separating ashes 
‘om coal or coke. 


Samples sent 
your owr. jobb 










the clean, unburned coal 
or coke is placed on a 








After ashes have = 

the 

sifter tray is removed and The lid of sifter is 
placed on ash receptacle 
and ashes are ready for 
disposal. Note how easy 
this can is to handle. 


The Peerless folding window 
box knocks down to pack in 
a 2% inch corrugated box. 
Saves storage space for the 
store and for the home. 


direct from factory will be billed through 
er, 


Corcoran 


ERE are two utilities that every house- 
H wife should have. Two useful products 
—additions to both kitchen and cellar 

that have distinct advantages besides effecting 
economies which more than pay their purchase 


price. 
Ist—A Coal Saver 


The new Peerless Dustless Combination Ash Sifter and Ash 
Can consists of ash receiver, sifter tray and lid. Operates 
with rocker motion on heavy steel rockers. The ashes are 
sifted from the unburned coal or coke and the coal is put 
in a pile for reburning. 

Peerless Sifters are for universal use where hard coal or 
soft coal is burned and operate efficiently with either kind. 
The Peerless Sifter is absolutely dustless and is so con- 
structed of heavy gauge, galvanized steel that it will stand 
hard wear and rough usage without injury. The ash re- 
ceiver has a large capacity; it holds practically the con- 
tents of a large ash can when ashes are sifted. 

The Peerless Sifter is a tried and proven article, for it has 
enjoyed a large sale in Canada for the past decade. In the 
province of Ontario more than 10,000 were sold last season. 
These sifters and ash cans are nested six in a crate and are 
obtainable through leading jobbers in your territory. 


2nd—An Ice Saver 


A new idea for the construction of a window refrigerator 
was developed by our Engineering Department—a folding 
window refrigerator that has all the advantages of the set- 
up type, but not the disadvantages of bulk space and pack- 
ing. To assemble, only six wing nuts and bolts are tightened 
in place—and the result is the finest type window box you’ve 
ever seen. Extra well made. Correctly ventilated, with door 
to keep out rain and snow. . 

Ask your jobber for these two items and carry them as 
staples for the fall season. If your jobber cannot supply 
you, write direct. 


The CORCORAN Mfg. Co. 


4920 Section Ave., Norwood, Cincinnati, O. 
FILL OUT AND MAIL TODAY 








The CORCORAN Mfg. Co. 
4920 Section Ave. Norwood, Cincinnati, Ohio 


Gentlemen :— 
Please send me complete information and prices on 


00 Peerless Combination Ash Sifter. 
0) Peerless Window Refrigerator. 
0 Please send samples. 


a ee ry Ter en eee Tr ee eee et ee 
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Good Will! 


After all is said, good will is the most valuable item in your in- 
ventory. It holds old customers and brings new ones; speeds turn- 
over; increases profits. You know the effect .of a quality line in 
stimulating good will—here is a line that will work for you; not 


only in your store, but in your customers’ homes! 


——a STAR 
RADIO BATTERIES 


The unusual power, silent opera- 
tion and long life of these scien- 
tifically-built batteries have won 
their well-earned reputation, 
“Supreme in Every Test”—for 
the original Bright Star “Bag 
Type” cell construction is a defi- 
nite guarantee of maximum effi- 
ciency. 





National advertising in magazines 
and great metropolitan dailies is 
bringing the Bright Star message of 
“higher quality without increased 
cost” to millions of radio owners 
—it is to your advantage to “tune 
in” on this great and growing con- 
sumer demand. Ask your jobber 
or communicate direct with us. 


BRIGHT STAR BATTERY CO., INC. 


Main Office and Factory 
Hoboken, N. J. 


Branch: Chicago, IIl. 


pA 





ag 


“SEVENTEEN YEARS BUILDING QUALITY BATTERIES. 
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RADIO RECEIVERS 
_ as used by the 
Broadcasting Stations 
to Listen to their 
_Own Programs / 


\iai pon pr | 
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“ DAY-FAN ELECTRIC Co., minaguty Ohio 


Sead me bey formation regarding your new radio line and franchise 
0) Dealer O Distributor 


NAME 








ST aes | 


ADDRESS | 
CR ee H.A.2 
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Double Tub 


4 Electric Washer 


A Distinguished Leader of a Complete Line 


COMPETITIVE demonstration of Dexter Double Tub in the home quickly clinches the 
sale. It doesn’t take the housewife long to see that it washes twice as fast as any single tub 
machine—¢gets the clothes cleaner, quicker and with less work—eliminates soaking, boiling 
or hand rubbing. Dexter Double Tub actually does an average family washing in an hour. 
You are sure to greatly increase your washer sales and profits with the complete Dexter line — 
with Dexter’s forceful advertising and selling cooperation. The big Spring season is just ahead. Now 
is the best time to get all the facts about the Dexter franchise. It is certainly the shortest route to 
quick, sure washer profits. Write or wire us at once please—while the subject is before you. 
DISTRIBUTED FROM 




















Rochester Peoria Omaha Les Angeles 
Harrisburg Madison St. Louis San Francisco 
Columbns Minneapolis Kansas City Spokane 


THE DEXTER COMPANY - Fairfield, Iowa 
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Simplex 
Electric 


Operates From 


Light Socket 











HANDY | 
Automatic 












Ne Batteries This Fall you will find your customers asking for a dependable 
No Liquids 


charger that is simple to operate—one that has no switches 
to throw or connections to change—one that can be hooked 
up and forgotten 





a charger that operates automatically. 
Sell them a Handy. The new Handy “A” Type Charger 

is what they want. It is permanently hooked up to the 

set. When the set is turned on the Handy is off. When 
the set is off the Handy replenishes the “A” battery 
strength at a 2 to 2!4 ampere rate, turning itself off 

automatically when the full “A” battery strength 
is reached. In the same manner the “B” power 
supply is controlled from the radio filament 
switch by means of a series automatic relay 

which isa part of the Handy “A” TypeCharg- 
er. Raytheon or Tungar type rectifiers are 
employed. In its new green Krakle case, the 
Handy is an accessory whose beauty is 
only equalled by its ability tofurnish dependable, 
automatic charging service. Write for literature. 


A Sensational 
New Radio Instrument 


Price $250.00 


Complete with tubes, speaker and 


all accessories, ready to operate 


Efficient Dependable 
Single Super- 
Control Selective 








COMPLETE 


Handy Full Automatic Switch 


For those who have a charger, battery, “‘B” 











power unit and set, this separate Potential and 
Series Relay gives complete. automatic control. 
Automatically connects charger to battery and 
shuts off charger 
when full “A” bat- 
tery strength is reach: 
Manufactured by / 
The Simplex Radio Company | . 
Sandusky, Ohio 


ed. Also automatically 


turns ““B™ power unit on or 
/ $Q00 
/ ow 
/ 
ws wpetatetaterStorcio sate ateiaterstorst> 
aVo mg aVo == == oVo ate ate = == oVo 


off as the set is turned on or 





off. A big seller to nearly all 





set owners. Ask jobber or 
write now for literature.7 7777 


INTERSTATE ELECTRIC COMPANY 
4343 Duncan Ave. 


St. Louis, Mo. 














HarDWareE AGE for AuGustT 18, 1927 











{[co CARTS} CARTS 


















Raa 








[Bic vCLes}} 


e 


(ce 


5 DION S 


FLAKE GRAPHITE 


A quick-selling lubricant 
that has many uses in the home 
or office. 

Containing Dixon’s Flake 
Graphite, it is wunexcelled as 
a lubricant, while a few drops 
will loosen rusty nuts or bolts. 
The value of flake graphite as 
a lubricant is well known in 
mechanical fields. The high 
quality lubricating oil carries 
a charge of graphite to every 
moving part and provides bet- 
ter and longer lasting lubrica- 
tion than possible with oil 
alone— 

The new 3 oz. canis packed 
one dozen to an attractive 
carton which may be placed 
on counter for display and easy 
sale. 

Ask your jobber or write for 
prices and further information. 


Joseph Dixon 


Crucible Company 
New 
City aw Jersey 


1827 One Hundredth Anniversary 1927 



























































Where the genuine, perfected NORTON Door Closer 
ts manufactured, 


The Dead-Line for Fall 
Business—Is Here 


Every minute counts. All new buildings for 
October leasing must be completed quickly. 

It’s the eleventh hour for materials, for hard- 
ware, for everything needed to finish up thou- 
sands of jobs. 

And it’s the last minute for ordering your NOR- 
TON stock. Thousands of NORTONS will be 
needed at this eleventh hour. Be prepared. Be 
ready to fill every request—by having ample 
stock right at your elbow. 

Remember, the NORTON is distinctively indi- 
vidual. There’s nothing like it. It has all the 
wanted features demanded by architects and 
builders—yes, and by renters and owners too. 
That’s why it is a big seller and a money-maker. 
Remember, too, it controls the door all the way. 
It never lets go. It’s never too fast for safe 
entrance. And yet, it is easy to open and easy 
to adjust. 

Check up your door closer stock right away and 
let us have your order today. Be ready to cash 
in on the trade in your district during the big 
buying weeks right ahead. 


There is only One 
GENUINE 
NORTON Door Closer 





NORTON DOOR CLOSER CO. 


DIVISION OF THE YALE & TOWNE MANUFACTURING CO. 


2900-18 N.Western Ave.~- Chicago, Ill. 


The Largest Exclusive Door Closer Manufacturers 
in the Worla 


























NORTON 
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v Hyer ide Lamps \ 


The new Display Stand (cardboard) 

to help Hygrade dealers sell more HYGRADE LAMP CO 
Hygrade Lamps. 

Complete with price cards but not with lamps. ay (5 SALEM Mass 


Order from your jobber or direct. 
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Standaid 


ELECTRIC COOKING DEVICES 





Do you run your business in 1927 by 1917 
methods? You realize how fast business 
has been changing. Merchants who suc- 
ceed are changing with the changing times. 
Few hardware merchants would have 
thought ten years ago of selling electrical 
merchandise. Yet many are now doing 
so with profit. Standard Electric Ranges 
offer one of the most desirable items. Why 
not send for catalogue? We have one 
for you. 


The Standard Electric 


Stove Company 
Toledo, Ohio 
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Osborn Master Wheels and Adapters 
Simplify Your Stock Problem 





Any Osborn Master Wheel 
can be fitted to five different 
arbors. Yo", 34”, 1", 1%", 
and 134" by using the adap- 


ters shown above. 





NE of the outstanding ad- 

vantages of Osborn Master 
Wheels is due to their patented 
feature—the use of adapters car- 
rying any diameter arbor hole 
desired. This makes it unneces- 
sary to stock a large quantity of 
wheels to provide for various 
arbor sizes. 


Here is assurance of greater pur- 
chasing economy and faster turn- 
over that is well worth investi- 
gating. 

Osborn originated Master Wire 





Wheels and Adapters, which are 
fully protected by basic patents. 
They are furnished in diameters 
of 4”, 6",8”", 12” and 15”. All 
have a standard 2” opening to 
take any size adapter. 


The sections of special analysis, 
long wearing wire are assembled 
between two steel face plates, fast- 
ened with eight clamping mem- 
bers under 7,000 pounds pressure. 
Every wheel is guaranteed to 
stay together during its entire 
useful life. 


THE OSBORN MANUFALTURING COMPANY 


5401 Hamilton Avenue 


Cleveland, Ohio 


Branch Offices 


New York 
San Francisco 





A BETTER WEARING BRUSH 


FOR 


Detroit Chicago 


Angeles 








EVERY USE 
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Sell Them 
by the set 








Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time; no jagged ends; every part of the work is smooth and 
polished. They bore their way through hi notty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 








The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 





















72% Greater Holding 
Power Than Wire 
Nails. Won't Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Mekers of Out Floor Natls, Rico Haré 
Floor Netls, Large Head Out Foundry, 
Headless Out Foundry, Black and Gal- 
wer Bhingle, Out Clinch and ff 


READ 
CUT NAILS 










Best Made Since Eggs 
Were Laid. 


ALL BEARING 
B means smoothest 
running. Every cus- 
tomer understands that. 
Hence, new Ladd Beat- 
ers, the only Ball Bear- 
ing Beaters, are easiest 
to sell. Moreover, Ladds 
are unequalled for speed 
-one half faster than 
many. 


Stock Ladd Ball Bear- 
ing Beaters through 
your Jobber or Us. Well 
advertised! Always de- 
pendable! Nice Profit! 


Retail Prices:—No. 3 (Home) 
No. 4 (Larae Home). 1.25 
No. 5 (Cup Size)... 1.00 





UNiTeD ROYALTIES CORPORATION 
1133 Broadway 
New York 





Swedish 
Pansar 
Files 


PANSAR 





Circular 


Flexible 
Cut 


Blades 
Tanged 
Half-Round 


Bastard Fully 
Smooth Guaranteed 


We carry a full line of files, chisels and pliers 


Write for catalogue. 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 


Minneapolis, Minn. 304 Railway Exchange Bldg., Montreal, Can. 
Seattle, Wash. 
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For Everlasting Service 


One outstanding feature of the COES All-Steel 


Wrench is that it never gets out of order. 


Mechanics who value their time use this wrench and 
save time. 


Sell the COES with the assurance that it will give un- 
failing and everlasting service. Sizes: 6 to 21 in. 


Your Jobber will supply you. 


COES WRENCH COMPANY 


“In business since 1841” 


Worcester Mass. 
eo =e re 253 Broadway, New York 
Selling Agents John H. Graham & Co. ....113 Chambers Street, New York 
Fenwick Freres ............ 8 Rue de Rocroy, Paris, France 














Savage Hi-Power 
Model 99 
Repeating Lever Action Rifles 
Hammerless, solid breech, 
lever action. Magazine capa- 
city five cartridges. Solid frame 
or take-down. Made in eight 
styles. Calibers, 22 Hi-Power 
30/30, .303, .250-3000 and 
300 Savage. 
Retail Prices from 
$37.50 to $49.50 


Repeating Bolt Action Rifle 


New design of stock 
and new medium weight 
barrel. Fully equipped 
with Lyman No. 54 Microm- 
eter rear peep sight without 
extra charge. Experts pro- 
nouncethis arm finestdesigned 
bolt action rifle. Made for 
either .250/3000 or .300 
Savage cartridges. 


Retail Price $43.00 



















Ualues They Know! 


_— it comes to giving real value for the 
money spent, most sportsmen will admit the 
Savage claims. Of course, we all have our preferences 
—but the army of Savage users is growing. This 
Fall, we expect an even heavier business; and we know 
that the ,dealer who rides along with Savage will 
come out well at the end. 







Savage The two rifles shown here, Models 99 and 20 are un- 
Hi-Power questionably “good buys”. The quality of workman- 
Improved ship, the grade of materials and the rigid scientific 

Model 20 : 7 





testing and supervision make each an outstanding 
arm in its field. You'll do good business with these 
models, Stock them early. 


Put in a supply of Savage “Hi-Power” Rifle 
cartridges, especially adapted to Savage Rifles. 


Send for beautiful 5-piece window display 


SAVAGE ARMS CORPORATION 
Dept. No. 899 Utica, N. Y. 
Owners and Operators of the 
J. Stevens Arms Co. and Page-Lewis Arms Co. 
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ERNE AI RN. STE LIS Rca eG 


More than 200 styles and types of 
Clevises always in stock for im- 


mediate shipment. 
Ask for Booklet No. 8. 


The Eberhard Meznufacturing Company 
Cleveland, Ohio 


animist cece 
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CORBIN 


Wood Screws 

Drive Screws 

Ceach Serews 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Serews 

Speeial Automatic Screw 
Machine Products 

Steve Bolts 

Tire Bolts 

Agricultural Belts 

Sink Bolts 

Ganger Bolts 

Machine Screw Nuts 

Steve and. Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

8.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 

Speedometers 


CORBIN 


Nuit gy 





UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchousee—New York, Chicago, Philadelphia 
Western Factory—Dayten, Ohio 








| 
| 
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Good Pipe Threads Make Tight Joints 


| Pipe Threads cut with GENUINE 
ARMSTRONG DIES make up 

easier and tighter than the ovdinary 
bs 











kind. Over 60 years’ experience and 
successful manufacture stand back 
2 - of their design and quality. 





There is a nearby dealer who 


can supply you with Genuine 


ARMSTRONG 


OF BRIDGEPORT, CONN. 


—\ PIPE TOOLS 


One of a series of Armstrong advertisements 











Where You “Come In” Mr. Dealer 


In the ARMSTRONG advertising to 
mechanics in leading publications we 
aim to accomplish three things: 
First—To convince the mechanic of the 
superiority of GENUINE ARMSTRONG 
PIPE TOOLS over the ordinary kind. 


Second—To show that back of the design 
and quality of these tools there is a repu- 
tation of sixty years’ standing in the 
trade. 


Third—To inform the mechanic, your 
customer, in every advertisement that: 
“There is a nearby dealer who can sup- 
ply him.” 

Right here is where YOU “Come In,” 
Mr. Dealer. We want YOU to get this 
business which rightly belongs to YOU. 


The sure way is to keep supplied. 
Please order from your Jobber, instead 
of sending to us. 


We protect both Dealer and Jobber. 


The ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St 





ARMGT RONG’ 


STOCKS, DIES 
TOOLS AND THREADING MACHINES 























Some hand trucks take 
too many vacations 


Hand trucks that take vacations every little 
while to rest up are unprofitable for your 
customers to use, and unprofitable for you 
to sell. 
Furnish your customers with Anchor All- 
Steel Trucks. They are built to stand the 
gaff of hard usage 365 days in the year. 
Made of steel throughout. No wood tc 
splinter or break. Only a few parts—prac- 
tically nothing to get out of order. 
Made in a wide variety of types and sizes. 
Ask your jobber for complete information 
or write to us for Catalog 102. 
ANCHOR POST FENCE COMPANY 
9 East 38th St., New York, 
Branch Offices in Principal a 


NCHOR . 
Af b Steel 
TRUCKS 












































STRONG as sfecl —— LIGHT os wood. 























HARDWARE AGE for AUGUST 18, 1927 35 





Che sturdy, practical quality 
of GRIFFIN Hinges is em- 
bodied in this splendid line 
of garage hardware sets. 





RIFFIN 


~ Manufacturing Co 





ERIE, PENNSYLVANIA 
ranch Offices__, 


NEW YORK, 45 Warren St. 
CHICAGO, 555 W. Randolph St. 
BOSTON, 124 Pearl St. 














Why Farmers Buy 
American Steel & Wire 
Company Fences 
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ee ay 
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The definite reasons why farmers 
buy American Steel & Wire Com- 
pany Fences are the reasons dealers 
find them easy to sell. 


The enviable reputation our 
fences held among farmers has been 
built up over twenty-six years of 
ost satisfactory results. Coupled 
with this reputation is our guar- 
antee that American Steel & Wire 
Company Fences will equal or out- 
last any other fence made of the 
same size wire and erected under 
the same conditions. 


Our dealers are protected against 
the loss ofa sale, where fences, gates, 
and steel posts are needed quickly, 
by our strategically located ware- 
houses. Our national advertising is 
constantly telling farmers the coun- 
try over, the story of American Steel 
& Wire Company products. 


Write today for complete informa- 
tion including the details ofour mer- 
chandising policies. 


Zine Insulated 


American, Royal, . 
Anthony, U.S., National, 
Monitor and Prairie 
Fences, 

Steel Gates and Steel Posts 
Dealers Wanted Everywhere 


Write for Sales Plans 


American Steel & Wire 
Company 


Sales Offices: Chicago, New York, Boston, Cleveland: 

Worcester, Philadelphia, Pittsburgh, Buffalo: 

Detroit,Cincinnati,Baltimore, WilkesBarre,St. Louis» 

Kansas City, Minneapolis, St. Paul, Oklahoma City, 

Birmingham, Atlanta, wy we Dallas, Denver, 

Salt Lake City, U S. Steel Products Co., San Fran- 
cisco Angeles, Portland, Seattle. 
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Quality Since 1869 


BOSLEY’S 


| Trade Mark Registered | 









REG. U.S. PAT. OFF. 


5 Ail Metal , 
WEATHERSTRIP 


OSLEY’S Econ- 
omy All-Metal 
Weather Strip is 

the only metal strip 
that will completely 
seal the entire window 
without removing the 
sash. No measuring, 
no expert mechanical 
ability necessary—ham- 
mer and shears only 
tools needed. Economy 
Weather Strip is 
handy to stock, easy to 
sell. 








Only Bosley has a 
complete line of weath- 
er strip standardized by 
the hardware dealers 
of America for 58 
years. 


Demand Bosley’s Quality 
Weather Strip from your 
jobber. We will be glad to 
give you the name of the 
nearest distributor. Write us. 


The D. W. BOSLEY COMPANY 
Chicago Montreal 


nomays 
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On Hand 


Next to the Dealership for Allen 
screws, your best asset in the Hol- 
low Screw line is a complete line. 


Orders gravitate to the house with 
a well-balanced stock. Orders are 
lost when buyers must wait for 
some sizes. 


Rather than telling the customer 
you'll “send for” his Allens, send 
to us for a well-rounded assort- 
ment—and be ready. 


We'll advise you from our Dealers’ 
experience what will make up a 
balanced stock, with the best pro- 
vision for rapid turnover and 
steadier profits. 


Fast Service from Factory Stocks 


The Allen Mfg. Co. 


139 Sheldon Si., Hartford, Conn. 


Branch Offices: 

W. C. Stauble R. E. Gregory 
2909 Waverly St. 1029 Wesley Ave. 
Detroit, Mich. Evanston, Ill. 
E. P. Crawford W. J. McRae 
3348 No. Park Ave. 320 Market Street 
Philadelphia, Pa. San Francisco, Cal. 


(i | 




























PTFTITIII IIL mt ITT iiii Ti iitiiiiit ft SRRTCSRACARTLETRTIMRALLEAN 




















37 





HARDWARE AGE for AUGUST 18, 1927 


When you see the NEW 





Take off your Hat \ % 
to the MYERS" WE 


Here we are again—another new Myers Catalog—No. 60—is 
just off the press and is now being distributed to Myers dealers in 


this and other lands. 


Watch for your copy. When it arrives, study its pages carefully. 
We know you will be impressed with the completeness of the Myers 
Line, its splendid sales producing qualities, its numerous refinements, 
and the exceptional opportunities it now presents to representative 
dealers for more business at real “honest-to-goodness”’ profits. 

If you fail to receive your copy within-a reasonable time after you 
read this advertisement, write for it, and when doing so, indicate 
what part of the Myers Line you are particularly interested in. 


THE F.E,MYERS & BIRO.¢9: ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR- OR-BILT’PUMPS for Every Purpose, 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~ BARN,FACTORY and 
GARAGE DOOR HANGERS- STORE LADDERS, Etc. 


Take , 
Oo Th 





Standard the World Over 
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Hardware, 
Store 








There are over 75 million Atkins advertisements ap- 
pearing during this year featuring the idea “AT 
YOUR HARDWARE STORE.” There are many 
ways in which your hardware business can receive 
the benefits of this ATKINS ADVERTISING. 


If you, as the dealer, will regard this as your cam- 


Every Atkins Silver Steel Saw Advertise- 
S ment is Your Advertisement @ 


NAS 


ae 


“At Your Hardware Store” 


paign; if you will cooperate in making use of the ma- 
terial which we have provided for you, such as win- 
dow displays, posters, etc., you cannot help but build 
better customers and greater profits in your business. 


They are asking for ATKINS SAWS. Have you a 
good stock? 








ESTABLISHED 1857 
Machine Knife Factory: 


Atlanta Minneapolis 


Chicago Paris, France New Orleans 
Memphis New York 


Home Office and Factory: 
Lancaster, N. Y. Indianapolis, Ind. 


E. C. ATKINS & COMPANY 


The Silver Steel Saw People 
Canadian Factory: 
Hamilton, Ont. 


Portland 


Vancouver, B. C. San Francisco 
Seattle 
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In This Issue 


UST glance over the con- 

tents of this issue of 
Harpware Ace. Here is a list 
of articles that will keep you 
interested, and if you use the 
ideas therein presented, they 
will bring profit to you also. 

These articles embrace the 
subject of Radio and Electrical 
Merchandise, Tools and Auto 
Accessories, Bertram Jowitt’s 
excellent course of instruction 
in show card writing, window 
decorating and several other 
subjects of vital interest to the 
hardware merchant. 

HarpwareE AGE is providing 
cach week a veritable gold mine 
of information for the readers 
of this publication. Do not mss 
a copy. 


What Our Readers Say 


I take pleasure in telling you that 
I read the HARDWaRE AGE and find 
it to be very helpful in our business. 
It has so many good suggestions 
and experiences of other successful 
merchants. Hoping it will continue 
the same and I don’t miss an issue. 
I remain one of your many 
boosters. 
(Signed) Gro. R. Newsy, 
Branch Manager 
BUNTING HARDWARE Co. 
Kansas City, Kan. 
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Therei is no summer lull in the sale of 





NOB-LOC 


i you stand behind a counter where NOB-LOCS are on 
sale, you'll decide that everybody in the world has left at 
least one door unprotected awaiting this lock that can be put 
on without tools or experience. 


NOB-LOC is selling fast! It has a novelty about its operation 
that brings a smile of delight to the face of the customer. 
And it is all so simple. No cutting. No drilling. No marring. 
It can be put in place in three minutes by a novice. Nothing 
can go wrong. It looks innocent, but it totally disarms the 
would-be intruder. When locked, the outside knob merely 
spins—and nothing can be done about it. 


NOB-LOC has an appeal that is irresistible. Somehow or 
other its utter simplicity gives everyone a thrill. It is one of 
those rare devices that haunt you until you buy it. 


And the price is so reasonable that there just isn’t any sales 
resistance. It retails for $2.50 complete. Contains cylinder 
lock. Fits any door. Sold with two keys. Finished in dull brass. 


Stock this item that makes summer sales’ totals look like 
Christmas. 


McKINNEY MANUFACTURING COMPANY 


Pittsburgh, Pennsylvania 


Offices: 
BOSTON, NEW YORK, BALTIMORE, CHICAGO, SAN FRANCISCO 








IT'S A KNOB AND 
NIGHT LATCH 
ALL IN ONE 


for 
ENTRANCE DOORS 
GARAGE DOORS 
APARTMENT DOORS 
WARDROBE DOORS 
SCREEN DOORS 
BEDROOM DOORS 
OFFICE DOORS 

and 
OUT BUILDINGS OF 

EVERY NATURE 










































NO CUTTING NO DRILLING NO MARRING 


Simply insert in place of 
old knobs and spindle 


McKinney Manufacturing Company 
Pittsburgh, Pennsylvania 


Please send me complete information about 
Nos-Loc. 














8/18/27 H. A. | 
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By Llew S. Soule 














Too Much Competition 


66 HERE are two types of merchants—up- 

standing and bystanding”—according to a 
prominent speaker on business subjects. We are 
inclined to agree with him. The ‘“Upstander” 
faces fearlessly whatever competition comes his 
way, carefully plans his campaigns and carries 
them through. 

The “Bystander,” as his name implies, leans up 
against a convenient counter and lets the rest of 
the world go by. 

The speaker goes on to say that only ten per 
cent of those who sell goods are of the upstand- 
ing type, while the other ninety per cent belong 
to the bystanding group. 

If what he says is true, then, purely from a per- 


centage viewpoint, it is poor business to stay with 
the majority. There is too much competition 
among bystanders. 

Just now the world, from the standpoint of 
hardware merchandising, is headed toward those 
stores which invite its patronage through good 
window displays, good advertising and good mer- 
chandising methods; stores so arranged that all 
merchandise is in plain view, plainly priced and 
easy to inspect. 

Meanwhile the “By-Stander”’ finds few who are 
willing to continue buying on the old hide-and- 
seek basis. His overhead is going up as his 
volume goes down. 


How the Trade Views Installment Selling 


HE general attitude of the retail hardware 
trade in regard to installment selling seems 
to be: “Make the best of a condition which 
already exists.” 

In other words, practically every hardware mer- 
chant to whom we have broached the subject feels 
that installment selling is a fact, not a theory, and 
is to be dealt with on that basis ; that under proper 
conditions, applied to the right kind of merchan- 
dise, it can be made to show a profit; that there 
are plenty of lines now being sold on the deferred 
payment plan and that no new ones should be in- 
troduced except under very special conditions. 

They all realize that installment selling has a 
tendency to make people buy beyond their means ; 
to make contracts they cannot meet ; to mortgage 
their future incomes. At the same time they see 
where unrestricted credit on regular book ac- 
counts has the selfsame tendency. They concede 
its advantages and deplore its dangers. 


One progressive Southern merchant, after care- 
fully summing up the pitfalls of the system, said: 
‘However, installment selling is a part of our eco- 
nomic system and I would sell any man whom I 
consider a good credit customer anything in my 
store, provided there is a profit in it for me and 
he can show me where it is an advantage to him. 
If I refuse to sell him the things he needs, some 
one else will sell him things he does not need. 
But,” he added, “every transaction must stand on 
its own bottom. In every transaction I satisfy 
myself that I am doing something for the cus- 
tomer and something for myself.” 

From the general hardware viewpoint the in- 
stallment problem seems to hinge on three things: 
selecting the right customers, selling the proper 
merchandise and adhering to a common-sense sys- 
tem of prompt collections. After all, that’s true 
of any form of merchandising. 
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Tuttle Brothers’ Open Modern Store 


Celebrate thirty years in the builders’ supply and lumber busi- 


ness by opening new hardware store. 


Progressive methods 


making it a success from the start. 


ARRY IMLER, manager, and T. H. Judson, 
advertising manager, of Tuttle Bros., are going 
after the trade of Westfield in the right way. In 
this day of crowded streets the parking problem is a 
real one for the average customer who has to use the 
automobile to come to the 
hardware store, so the store 
of Tuttle Brothers is a con- 
venience for this class of 
trade, which is usually one of 
buying power, as it is located 
on an uncrowded street. 
Mr. Judson, who looks after 
all the direct mail advertising 
for the store, believes that the 
greatest results for the dollar 
spent are to be obtained from 
direct mail matter. His mail- 
ing list covers Westfield com- 
pletely and he finds that he 
gets the best results from let- 
ters and other advertising 
matter sent out about Thurs- 
day or Friday, as then it usu- 
ally is kept about the prospect’s home until the lull of 
working activities at the end of the week permits him to 
read it. Matter sent out at the beginning of the week is 
apt to be thrown away in the hurry of the week. This 
is a point worth noting in the sending out of advertis- 





The building that houses the 
hardware store. 


ing matter. It has proved a satisfactory method here. 

Of course the classifying, checking, correcting, watch- 
ing of addresses and the correct spelling of names, 
tabulating the real estate transfers, moving, etc., played 
a major part in getting the satisfactory results. No one 
moves without discovering 
the crying need of many 
household items including 
tools with which to effect the 
moving. 

Tuttle Brothers believe that 
if the hardware store sells the 
builders and contractors in the 
locality the other trade will 
naturally follow. That seems 
to have been their experience. 

Courteous treatment of all 
customers and prospective cus- 
tomers has helped to build the 
ever increasing trade that the 
new hardware store of Tuttle 
Brothers is enjoying. 

The stock of the Tuttle 
Brothers hardware store is 
changed around very frequently to present a fresh ap- 
er and it has been found that it is an effective 
plan. 

A very neatly printed and attractively presented book 
on home building is sent out periodically and is in keep- 


Tuttle Brothers 
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ing with the high grade selling meth- 
ods of Tuttle Brothers, who try to 
increase their business from two to 
five times without using strong arm 
or spectacular means. That they are 
succeeding is amply proven by a visit 
to their model hardware store in 
Westfield. 

Tuttle Brothers have been doing 
business in Westfield for thirty years. 
Theirs has been a lumber and build- 
ders’ supply organization during that 
time and the recent opening of 
this modern store marked the anni- 
versary of their advent into the busi- 
ness life of that community. 

The stock comprises a full line of 
hardware and tools of all kinds, 
household specialties, paints, lacquers, 
varnishes and enamels, ready to sup- 
ply the needs not 
only of the build- 
er but also the 
home owner and 
housewife. 

The Westfield 
Standard and the 
Westheld Leader 
both gave large 
space to an ac- 
count of the Tut- 
tle Brothers busi- 
ness activities in 
the community. 
The Leader says: 

Thirty years 
ago, William E. 
Tuttle, Jr., left 
Horseheads, 
N. Y., in order to 
find a town suit- 
able for a plan he 
had in mind. 
After some search 
among the metro- 
politan communi- 
ties, he came to 
Westfield, firmly impressed with the 
‘dea that this was the town which 
would in a few years develop into one 
of the most prosperous municipalities 
in New Jersey. He was far-sighted 
enough to see the possibility of a 
steady, healthy growth and set to 
work to help bring this about. He 
will long be remembered for the inter- 
est he took in the civic affairs of 
Westfield. 

Thirty years ago a_ small shed 
marked the spot which now has become 
a vast plant. Through hard work and 
progressive, broad-minded _ policies, 
William E. Tuttle, Jr., and Arthur D. 
Tuttle have built up the organization 
to what it is today. In the early days 
one horse and wagon took care of the 
needs of the inhabitants; today it re- 
quires twenty busy delivery units to 


deliver the 1500 car-loads of sturdy materials which come 
to Tuttle Bros. sidings each vear, to say nothing of the 








New Jersey 
Has Reason to 
Be Proud of 
This Hard- 


ware Store 


Tuttle Brothers of 
Westfield, N. J., 
believe that the 
people of that com- 
munity deserve the 
best in the way of 
a hardware store. 
Here are the views 
of their model 
store. The photo 
at the top of this 
page and the one 
at the bottom of 
the opposite page 
are taken from op- 
posite ends of the 
store, and give a 
good idea of the 
layout. Four win- 
dows are kept 
dressed in the most 
up-to-date manner. 
Two are shown. 





vast quantities of materials which arrive by truck at 
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What Was the Motive? 


By Saunders Norvell 


S6-W F you have tears, prepare to shed them now.” 
Do you remember where these famous words were 
spoken? Brutus, claiming that he was protecting 

the state from the ambitions of Czsar, formed a con- 

spiracy and on the Ides of March, in the Senate Chamber 
at the base of Pompey’s statue, Cesar was struck down 
by the daggers of the conspirators. When his friend 

Brutus stabbed him, Cesar cried out—“Et tu Brute?” 

covered his face with his mantle and fell. When I was 

a school boy, we used to say that the Latin words meant 

—“Oh, you brute,” but of course we knew that the 

meaning was—“And thou, Brutus?” It was the last 

heartbroken reproach of Caesar as he died. He did not 
mind the blade of the dagger, but his great soul bled 


at the disloyalty of his friend. 
* * # 


Then you will remember that Mark Antony, the friend 
of Cesar, had the body carried before the rostrum. 
This rostrum was built of marble in a public square of 
Rome. It was like the bow of a ship. Ascending the 
steps of the rostrum, Mark Antony stood over the body 
of his dead friend and delivered his immortal oration 
commencing: “If you have tears, prepare to shed them 
now.” From this oration, let me just refresh your 
memories with a few words. Pointing to the rent in 
Cesar’s garment made by the dagger of Brutus, Mark 
Antony cried— 

“This was the most unkindest cut of all; 

For when the noble Czsar saw him stab, 

Ingratitude, more strong than traitors’ arms, 

Quite vanquish’d him: then burst his mighty heart.” 
Antony continues : 

“Good friends, sweet friends, let me not stir you up 

To such a sudden flood of mutiny. 

They that have done this deed are honourable ;— 

What private griefs they have, alas, I know not, 

That made them do it;—they are wise and honourable, 

And will, no doubt, with reasons answer you. 

I come not, friends, to steal away your hearts: 

I am no orator, as Brutus is; 

But, as you know me all, a plain blunt man, 

That love my friend; and that they know full well 

That gave me public leave to speak of him: 

For I have neither wit, nor words, nor worth, 

Action, nor utterance, nor the power of speech, 

To stir men’s blood: I only speak right on; 

I tell you that which you yourselves do know; 

Show you sweet Czsar’s wounds, poor, poor dumb mouths, 

And bid them speak for me: but were I Brutus, 

And Brutus Antony, there were an Antony 

Would ruffle up your spirits, and put a tongue 

In every wound of Cesar, that should move 

The stones of Rome to rise and mutiny.” 


* * * 


Upon my arrival at 31 Union Square this morning, I 
found a letter calling my attention to an editorial in 
the August issue of the Hardware Retailer. 1 found 
that this page was devoted mostly to alleged statements 
made by my humble self. This editorial was written 
by my old friend and playmate, Rivers Peterson. 


Oh, Rivers Brutus Peterson, how could you do it? 
My correspondent has requested me to send him a copy 
of the article where I wrote, advocating the elimination 
of the traveling salesman. He writes that he can hardly 
believe, after all these years I have devoted to fighting 
the battles of the traveling salesman, that now I have 
gone back on him and advocate his elimination. 


*x* * * 


How time has cooled my blood! I can remember 
when such an editorial would have made me fighting 
mad. I would have thirsted for the blood of Rivers 
Brutus Peterson, but must the cold, unromantic truth be 
told? After reading the article, 1 went down to the 
Hotel Lafayette, had a haircut and a shave and even a 
shampoo. I did refuse point-blank to take any hair 
tonic. I don’t like its smell! While I submitted myself 
to the manipulation of this Gallic tonsorial artist, some- 
how, the play of Julius Cesar kept recurring to my mind. 
You know, it is only by the actual experiences of life 
that we can fully appreciate the universal genius of 
Shakespeare. I am sure that when I was twenty years 
old, I could not have appreciated this speech by Mark 
Antony over the dead Cesar, but now, after all the 
experiences of a long life, I claim that I can grasp and 
feel the depth of Shakespeare’s meanings. 


* * * 


Just think—the last time I met Rivers Brutus, we 
sat and broke bread together at the Hotel Claypool in 
Indianapolis. As the barber shaved my neck, I could not 
but wonder what motive stirred in the heart of Rivers 
Brutus when he wrote this article that has stabbed me 
to the heart! Yes, I should be charitable. Anyone who 
writes a great deal should be slow to judge. Was it 
possible that Rivers Brutus wrote this article in haste? 
Has he also been on his vacation ? 

* * + 


In addition, not only is the written word used to 
brand me with the ridiculous charge that I advocate 
the elimination of traveling salesmen, but there is actually 
an illustration. A line of soldiers is drawn up. The 
poor traveling salesman stands against the wall. Off to 
one side an officer—presumably me—represented with 
a sword in his hand, giving the order to fire. Now, 
editorials may be written thoughtlessly and hurriedly, 
but I can not believe that a written editorial, accom- 
panied by an illustration, can be a hurried production. 
Alas, alas, as the barber ran his fingers through my 
soapy hair, the convolutions of my alleged think-tank 
were led to reason out that all of this was deliberate 
and that I, like Cesar, am the victim of the dagger of 
an erstwhile friend! 

a. ae 

As the barber gently pushed me out of the chair and 
led me over to the wash basin, and as the hot water was 
turned upon the back of my head, thus stirring up my 
thought cells, a talk I once had with a judge in a 
criminal court suddenly flashed into my mind. This 




















HARDWARE AGE for AUGUST 18, 1927 45 





judge told me that in hearing a case, he always gave 
more thought to the motives that might or might not 
lead up to a crime than to the action itself. So, as the 
barber turned on the cold water, I wondered what the 
motives were of my editorial friend in putting this 
statement as he did. 

oe. 

Now, let us analyze this editorial. For the benefit of 
those who do not have a copy handy, let me quote, in 
part, exactly what Rivers Brutus does write. Here it is: 

“Not long ago I had an idea. It happens that this 
is connected with Mr. Norvell, also. 

“A friend in the West called my attention to one 
of his articles and said, ‘You see Norvell advocates 
eliminating traveling men! I thought I was about 
the only hardware man in the country that believed it 
possible.’ 

“So he asked me to read the article and write him 

about it.” 

Then Rivers Brutus Peterson adds—“Now, I am not 
in favor of eliminating traveling salesmen. 

“But I am in favor of eliminating the waste of the 
traveler’s time and of the dealer’s time.” 


kok x 
Of course I will not dwell upon the first sentence, viz., 
“Not long ago | had an idea.” Rivers Brutus, accept 
my congratulations! When such moments come, you 
should cling to them! They do not come too often 
with any of us. If such a moment should arrive, even 
in the middle of the night, you should rise up, turn on 
the electric light and grasp the idea with both hands 
before it escapes! Ideas rule the world, but alas, Rivers 
Brutus, some ideas have also ruined men. 
*x* * Xx 


Now, Rivers Brutus, honestly—just between us—I 
wish you would tell me your real motive in writing this 
kind of stuff. You know very well that I do not believe 
in the elimination of the’ traveling salesman and never 
in my life wrote or said anything to that effect. Now 
listen, Rivers Brutus: To get right down to tacks, if 
you will produce any article of mine in which I advocate 
the elimination of the traveling salesman, I hereby agree 
to pay you $1,000 in cash. Isn’t that a fair offer? 
Nothing for you to do but to produce the evidence— 
no risk whatever on your part. 

x * * 


Of course I have said publicly and in print—not on 
one occasion, but on many occasions—that I did believe 
that what we needed were fewer salesmen but better 
salesmen, Allow me to add that I think the same thing 
about retail hardware dealers and I think the same 
thing about hardware jobbers and also, J may add, about 
editors of hardware magazines. You have just as 
much right to suggest in large, black type on the front 
page of your editorials that Norvell advocates the 
elimination of retail hardware dealers, hardware jobbers 
and hardware editors as you have to suggest with your 
editorial and your illustration that Norvell advocates 
the elimination of traveling salesmen. 

* OK 


Then, in your editorials, you also refer to my sug- 
gestion in Pittsburgh that the retail dealers in the 
Pittsburgh district employ a merchandising manager. 
I do not remember claiming that this idea was original 
with me. When I was recently invited to Pittsburgh 
as a guest of The Pittsburgh Retail Hardware Dealers’ 
Association, I was told many of their troubles by their 
officials. I was asked to suggest a remedy. The remedy 


I recommended was a merchandising manager, but please 
understand, a merchandising manager in my mind is 
something more than simply a buyer. This subject, 
however, is such a big one that I propose to write about 
it in a future article and explain exactly what I mean 
by a merchandising manager. I will outline why he is 
necessary and what his duties should be. I think when 
I describe the manager I have in my mind that it will 
probably be a very different proposition from what some 
people think. 
* * x 

I wish to assure you here, nevertheless, that the mer- 
chandising manager would not in any way infringe upon 
the good work that has been done by The National Re- 
tail Hardware Association or by the state associations. 
He would do work that, in the nature of the case, it is 
impossible for them to accomplish. So there will be no 
misunderstanding of my attitude about national and 
state associations, allow me to say that no one appre- 
ciates their value and the value of their work more than 
myself. Also let me add that the right kind of mer- 
chandising manager for the retail trade in any district 
would not be inimical to the interests of the jobbing 
hardware trade. On the other hand, he would be of 


direct help to the jobbers. 
* * OX 


Getting back to ideas, let me state that there is one 
idea that a good many wholesale houses, retailers and 
traveling salesmen have not yet grasped, i. e., that the 
trade war in which we are now engaged—that the battle 
for business—is not as much between one hardware 
jobber and another and one retail hardware merchant 
and another, as between different methods of distribu- 
tion. The opponents of the system of distributing goods 
through the jobber to the retailer to the consumer are 
well organized. They are organized under merchandise 
managers of experience, knowledge, shrewdness and 
daring. In order to meet this competition, the retail 
merchants of this country need something even more 
than the acknowledged help of associations, association 
secretaries and editors. In other words, to my mind, 
the fields of work of merchandising managers and asso- 
ciation officials are entirely separate and distinct and 
do not conflict with each other. 


* * X 


, 

Therefore, a coming article will be on the subject of 
the merchandising manager because, to be perfectly 
frank with you, my dear Rivers Brutus, I am inclined 
to think that your recent editorial, in which my name has 
been carelessly used, was inspired by the fact that you 
may have gathered the idea that my suggestion of a 
merchandising manager for a group of retailers would, 
in some manner, be opposed to the interests of The 
National Retail Hardware Association and the state 
associations. If this is the cause of the attack you have 
made upon me and the false impression that it seems 
you have deliberately attempted to convey in regard to 
my views about the elimination of the traveling sales- 
man, allow me to say that I think that you, editorially, 
were somewhat impulsive. 

K ok XK 


If you had any doubts about my attitude, how simple 
it would have been for you to have telephoned, tele- 
graphed or written me a few questions and given me 
an opportunity to explain my attitude fully in your 
publication. But you did not do this. Therefore, it 

(Continued on page 86) 











HARDWARE AGE for AUGUST 18, 1927 

















The window dis- 
play pictured 
above was ar- 
ranged by Nat 
Wylie, of the Steel 
Hardware Com- 
pany, Wichita, 
Kan., and it will 
readily be admitted 
that the window 
would stop anyone 
even remotely in- 
terested in the dog. 


RE dog sundries 
A worth handling ? 
Your answer is 
sure to be one of the two 
extremes—either a positive “No” 
or a “Yes.” For of all the lines 
carried in the average hardware store, that 
which comprises the supplies for our 
faithful friend, the dog, is subject to the 
greatest variance in merchandising effort. In short, it 
sells in good volume or it doesn’t sell at all. That, at 
least, has been my experience during my association with 
hardware stores, extending over a period of many years, 
both here and abroad. 

Our company, like the majority of stores, had carried 
dog goods, etc., as a necessary evil for many years and 
never did this merchandise move in any volume until 
about three years ago. Why? Because we _ hadn’t 
learned how to properly merchandise it. 


Discovered the Reason 





Shortly after our store moved into its present loca- 
tion, where additional space was available and many side 
lines were added, the dog goods line was placed under 
my charge, along with window display and advertising 
and without hurling any bouquets in my direction or 
engaging in the common contortionistic pose of patting 
myself on the back, I am somewhat enthusiastic over the 
success which has been attendant upon my efforts. 


Show ’Em to Sell ’Em 


Of course, having the line placed under my charge I 
began as any displayman might, to give some thought 
to making a display of the merchandise, and right here 
is the way I have made dog goods pay their own way 
with a nice margin of profit. I can truthfully state that 







Are Dog 
Sundries 
Worth 
Handling? 


By Nat Wylie 


Steel Hardware Company, Wichita, Kan. 


this line has proved to be the best side line carried in 
our entire store. 

In experimenting with dog supplies I found the two 
greatest) assets toward the making of sales are window 
displays and the knowledge of the various breeds, their 
pecularities and comparative values for certain purposes. 

Combine these two elements and your dog goods will 
pay their own way. Without them you will probably 
wonder why, considering the number of dogs in exist- 
ence, more of this stuff isn’t sold. So the most impor- 
tant thing for a dealer to remember, if he wants to be 
successful in this line, is that dog goods, to sell, must 
be displayed. 

“Human Appeal Introduced” 

The window display reproduced with this article is 
the kind that I have arranged from time to time and has 
proved to be a business getter and has the “stopping 
power” that any lover of the dog can’t pass. You will 
note I have mounted large pictures (in groups as to 
breeds )—a series of pure-bred dogs, in colors, that was 
taken from the Geographic Magazine. These are 
grouped as to breeds; for example: All toy dogs; all 
sporting dogs; all terriers, etc. Strange to say, I have 
shown these time and again and they have a drawing 
power second to none, and never fail to attract attention 
to the window while they are on display. 
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Advice of an Expert 


In these displays I place a show card telling the on- 
looker that the store maintains a dog fancier whose advice 
on feeding, equipment and remedies is free to all patrons. 
In this way I have worked up a steady clientele of dog 
owners who consult us on this subject. Naturally, this 
serves to stimulate sales. 


Dog Breeding Growth 


The breeding and owning of dogs is simply the nat- 
ural way of mankind to express its love for animals. 
While it is true that different breeds ebb and flow in 
popularity, this does not affect the growth of the dog 
equipment business and this growth is bound to persist 
as long as human beings continue to be natural. It is 
often heard that “a man’s best friend is his dog” and 
many beautiful poems and orations have supplied con- 
vincing evidence of the sentiment. While we do not 
know that this claim is true, we do know that every man’s 
dog is the best dog in the world and nothing is too good 
for it. It is upon this worthy emotion that the dealer 
can build up his business in dog equipment; so cater to 
this vanity and you will have abundant success with your 
sales. 

Keeping Informed 


Keeping closely informed on all supplies and reme- 
dies, together with constant reading on dog subjects, has 
prepared me to render what I consider real advice on 
the care of any breed of dog. This study, of course, 
has required some time, but I find it well repaid in sales. 
Like any other line, knowing your stuff is essential in 
building up a dog goods business. 

For example, the owner of a collie dog comes into 
the store to purchase a collar; if the salesman knows 
collie dogs and their peculiarities, he can suggest the 
proper number; if he doesn’t, the collar sold might be 
too large or too small and of the wrong sort, unsuitable 
to this breed and it may be so opposed to the collie in 
appearance that it can be compared to a dress suit dandy 
with an automobile tire pulled over his head. 

Since dogs sell all the way from $50 to $1,000, it will 
be easily recognized why nothing but the best is consid- 
ered good enough in dog furnishings. The old-fashioned 
idea that anything is good enough for a dog has passed 
into oblivion and the manufacture of this class of mer- 
chandise is now mostly in the hands of makers of fine 
leather goods, who use only the best leather and employ 
only skilled workmen. 


Food, Remedies, etc., Profitable 


When a lady comes in for a harness for “Rover,” 
“Fido” or whatever her pet’s name may be, I learn the 
breed of dog; then I can proceed to explain just how 
the dog will appear in the harness I show. That sale 
naturally opens prospective sales of a leather chain, a 
sweater or blanket; perhaps a bar of dog soap or a 
package of dog food or such grooming articles as combs, 
strippers, brushes, etc. 


Occasional Advertising Helps 


Linking with the store’s dog expert and its window 
displays of dog goods, a little advertising helps this de- 
partment and a very interesting layout can be made of 
this commodity. Manufacturers are always glad to fur- 
nish cuts of their line, and I might state here that the 
classified columns is the best place for results on this 
particular line of goods. This is due to the fact that dog 
owners and people interested in dogs are the fellows 
you wish to tell that you carry the line. Get me? 

However, I have used display advertising with equally 
good results. In these ads I draw attention to the fact 
that the store has a dog fancier, whom you probably 
have gathered by this time is “Yours truly,” in atten- 
dance to render service. 


Collars and Harness Necessary 


Almost every State and village have laws requiring 
owners to take out a license for the dog. This license 
is accompanied by a metal tag which must be attached 
to the dog to make it exempt from the activities of the 
dog catcher, and that is why every dog wears a collar 
or harness. By the way, here’s a suggestion that is 
worth while. Get in touch with the person who issues 
the dog license in your city and promote your line. It 
is common for the purchaser of a license to ask where 
can I buy a collar for my dog? Get the idea? 

Despite the facts already mentioned and that there is 
a growing demand for dog goods, dealers still persist in 
keeping this profitable line way back in the store or 
buried down under the shelving. But if you wish to 
enjoy the profits of this line of merchandise, get it out 
where your customers will see it and, above all, make a 
window display of it, and your answer will be “Yes.” 
The selling of dog supplies is a “doggone” good busi- 
ness if you promote it. 





Has Your Town a Bathing Beach? 


F you carry on a business in a town or village where 

the motor tourist passes through or stops to pitch 
his tent, you should see to it that a good place to bathe 
is provided, not only for their benefit, but for the good 
of your sporting goods department. 

These people are frequently forgetful to provide them- 
selves with bathing suits, bathing shoes and other bath- 
ing paraphernalia, and will readily respond to the sug- 
gestion given by means, possibly, of a welcoming sign at 
the entrance to town telling of the bathing facilities pro- 
vided there, and the added information that bathing sup- 
plies may be procured at your store’s sporting goods 
department. 

It is well, also, to suggest to these pleasure seekers 
that a pleasant game of baseball or soft ball may be 


enjoyed on the village green or recreation ground dur- 
ing the stop over. All these attentions to the tourist will 
prove profitable, because of the state of mind that brings 
him your way. He is seeking fun and healthful enjoy- 
ment, and has money in his pocket to pay for it. 

There are almost limitless ways to serve these people 
and to make their visits pleasant and profitable to both. 
The women of the party often find that many household 
items can be purchased advantageously in the smaller 
community. The day of jimcrack souvenirs is rapidly 
passing, and useful and more profitable items are taking 
their place. Take advantage of this change. 

The alert merchant will get behind all civic improve- 
ments to the end that his business and the community 
in which he lives will both benefit greatly. 
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EVERYBODY’S BUSINESS 


By Floyd W. Parsons 


How Long Prosperity ? 


4 Bom is no possible way for us to tear aside the 
curtain of uncertainty that hides the future. It 

is the essence of folly for one to speak with abso- 
lute confidence about the business of tomorrow. A\l- 
though we are far better informed today concerning the 


trends in hundreds of 
fields of enterprise than 
we ever were in the past, 
this immense supply of 
vital statistics is not suffi- 
cient to insure us against 
the effects of unforeseen 
and unexpected happen- 
ings. 

Years ago I formed the 
habit of carefully filing 
away the predictions of 
eminent leaders in indus- 
try who were bold enough 
to express their opinions. 
Subsequent events proved 
beyond doubt that we are 
living in an age of loose 
talk. There is something 
inherent in human nature 
that makes us want to en- 
gage in prophesies even in 
this day of kaleidoscopic 
change. We would not be 
so quick to gratify this de- 
sire to exhibit our wisdom 
if all expressions of opinion were hung up for the public 
to see and read later on when final judgment might be 
passed. 

We have come again to an era when confidence is deep- 
rooted. Folks who were skeptical of prosperity a year 
or two ago have lost their timidity. We are told that 
conditions have changed completely and industrial de- 
pressions banished for all time. The disciples of sun- 
shine explain to us that there can be no serious state of 
unemployment or important slackening of trade when 
money is so abundant, shelves so bare and labor efficiency 
so high. 

- When we examine the situation carefully it becomes 
apparent at once that our recent rise to higher planes of 
living and working has resulted chiefly from our having 
been supplied with better tools and more effective 
methods. On every side are devices doing the work once 
performed by human hands. When we buy a steak from 
the butcher, the scale used to do the weighing also tells 
the exact price of the article. So accurate are such de- 
vices today that we no longer have to waste time in cal- 
culating or counting. Even the tickets collected by con- 
ductors of trolley and subway systems are fotaled by 
delicate weighing mechanisms. The manufacturer of 
paper employs a scale that will indicate a deficiency of 





Machines for men 


one sheet in a package that should contain a thousand 
letterheads. 

On every side are automatic devices designed to elimi- 
nate human effort. A few years ago the telephone com- 
panies used laborers to dig the holes for the poles. Now 
the electric earth drill bores a pole hole in less than a 
minute, and a swinging 
derrick raises the pole and 
drops it into the hole in a 
few seconds. Electric 
pumps have made possible 
the introduction of high- 
pressure hydrants that 
permit water to be thrown 
to a height of 250 feet, 
thereby doing away with 
the more expensive fire en- 
gine. Electric compressors 
reduce the volume of a 
bale of cotton two-thirds, 
making it possible to load 
more bales in a car. In 
many places lights are be- 
ing turned on and later 
turned off by nothing 
more tangible than the 
break of dawn or the com- 
ing of dusk. In fact, some 
of the devices now in prac- 
tical use are so delicate 
that the mere shadow of a 
passing cloud would pro- 
duce an effect sufficient to turn on the lights of an entire 
city. 

Industrial hazards are being brought under control. 
Automatic signal systems on land and sea have materially 
reduced the loss of life and property. A panel of light 
in the cab of the railroad engineer now reproduces the 
warnings of the wayside block signals even when out- 
side vision is shut off entirely by rain or fog. If the 
engineer fails to observe the warnings, the train is 
quickly brought to a stop. New types of magnetic brakes 
are cutting down the stopping distance of cars by as 
much as 35 per cent, and this not only permits higher 
speeds, but means fewer front-end accidents. 

Even the farmer is being provided with ways and 
means to save his crops from the blight of pests and the 
unruly forces of nature. Berry crops having a large 
percentage of damaged fruit had to be thrown away in 
years past because it was too expensive to try and sepa- 
rate the decayed berries from the sound ones by hand. 
Now in many places machines perform this work at 
small cost in a satisfactory manner. We think the prices 
of eggs are high. But this common food would be out 
of the reach of many people if it were not for the mam- 
moth hatcheries equipped with incubators. Even in mak- 

(Continued on page 83) 
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Radio Selling 
Opportunities 
Increasing Daily 


Bomar-Summers of Louisville, Ky., 

and Irving W. Tuthill, Richmond 

Hill, N. Y., find radio a profitable 

department in their hardware stores. 

Accessories add to the volume in no 
small measure. 


department increase almost daily. To quote Irving 

W. Tuthill, Richmond Hill, N. Y., who has recently 
added radio receivers and loud speakers to his stock; 
“Frankly I didn’t get into radio as early as I should have. 
Of course I always handled batteries, wire, tools, special 
screws and the hardware needed, Customers who bought 
batteries wanted tubes, then they wanted chargers, and 
eliminators. Soon I had everything but phones, speakers 
and sets and now I have these and find a ready market 
for the complete radio department. 

“The experimentation of radio manufacture and dis- 
tribution has progressed to a point where the hardware 
man can be prominent in the picture. Most people don’t 
care about getting distance, don’t as a rule interest them- 
selves in the technical controversies that cluttered the radio 
pages of daily papers. Today the consumer appreciates 
radio as as an entertainment medium, operating at an 
almost unbelievably low cost per entertainment hour, per 
person. Mechanical improvements and scientific de- 
velopments in broadcasting, the allotment of wave 
lengths as revised recently by the Radio Commission, the 
rising entertainment standards of the better stations and 
the gradual elimination of the gyp element in the making 
and selling of equipment make the radio business a most 


GS acpartm opportunities for the hardware store radio 











This and the photo at the lower corner are from Bomar- 
Summers Radio Department, Louisville, Ky. 


attractive one fer the hardware merchant in most cases. 

“The broadcasting of important sporting events has 
received most general appreciation. Practically every 
major event of this kind has created a very heavy demand 
for batteries and tubes. People who can’t afford the ad- 
mission price or wouldn’t care to attend a prize fight are 
among the most enthusiastic listeners to the radio report 
of championship bouts. There was a time when the 
summer season put a crimp in the radio set’s performance, 
due to difficulties in the broadcast stations. This situa- 
tion does not exist at the present time, as radio reception 
is good all through the year, and interesting programs 
are arranged for all twelve months.” 

Mr. Tuthill has not established a large radio trade 
as yet, but his viewpoint on the merchandising of radio 
through the retail hardware store is very sound and is 
based on intelligent thinking. 

Last September when fight fans were thinking about 
the pending Dempsey-Tunney fight at Philadelphia, 
Bomar-Summers Hardware Co., in Louisville, Ky., were 
featuring radio sets, batteries, tubes, speakers, aerial 
equipment and other essentials in one of the windows. 
Newspaper space featured the items necessary to insure 
good reception of the fight report and the radio depart- 
ment itself carried kindred show card selling messages. 
George Schuele, vice-president of the company, told us 
that the radio business is very satisfactory and that the 
dealer who lines up his sales and advertising campaigns 
with sporting events and such broadcast activities will 
find a very receptive consumer market. 

Whenever practical a radio set is kept in operation 
at the Bomar-Summers store. This attracts attention and 
invites a query as to the make of set, price and other 
particulars. Many sales leads are obtained from such 
openings and a satisfactory number of sales are closed 
in this way. 

As has been pointed out repeatedly in HARDWARE 
AGe, radio need not be an installation proposition at all. 
Most hardware stores are successfully handling their 
radio departments on a strictly merchandising basis, 
which taken altogether seems to be the better way. 
Radio sets today are so reliably built that they give little 
or no trouble after they have been installed and the in- 
stallation is so simple that almost any intelligent person 
may hook up his own set after a few explanations have 
been given him by the merchant who sells him the set. 

The radio fan is a repeat customer for the hardware 
merchant who sells radios and accessories, for the con- 
stantly increasing new developments in radio are usually 
closely followed, and a desire to try out the improvement 
brings him eventually to the hardware store as a cash 
customer. 
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A Complete Instruction Course 


in Show Card Writing 


By Joseph Bertram Jowitt 
Chapter II1I—Show Card Writing for the Beginner 


HERE are just as many individual styles in show 


card writing as there are show card writers. 


In 


other words, no two show card writers make 
Those who follow show card 


their letters exactly alike. 
writing as a pro- 
fession can tell 
at a glance the 
work of a com- 
petitor. Letter- 
ing as a profit- 
able accomplish- 
ment lies within 
the power of the 
average hard- 
ware salesman 
who wishes to 
take advantage 
of every oppor- 
tunity offered to 
make _ himself 
more valuable 
and thereby in- 
crease his earn- 
ing power. Cour- 
age and application is all most of us need to 
climb the pinnacle of success in anything we under- 
take. Show card writing does not call for any 
high artistic talent, nor does one have to be en- 
dowed with any special gift to master the twenty- 
six letters of the alphabet. To further demon- 
strate the value of show cards as an important 
business aid many of our foremost wholesale and 
retail establishments spend millions of dollars 
annually on this commodity. 

Descriptive show cards act as silent salesmen, and 
the judicious use of small neat price tickets makes 
a window display complete and does away with 
much unnecessary price quoting. 

Letters of the Roman alphabet are divided into 
three classes, namely: Round, Square and Angle. 
For instance, the letter “O” is the key letter to all 
circular letters. The capital letter “H” is the key 
letter to all square letters. The “W” is the key 
to all angle letters. 

If the reader will study the exercise strokes 
shown on third line of the alphabet plate he will 
observe the letters S, P, R, and Q, formed within 
the circle. The capital letters O and S should 
extend about 4% of an inch above and below the 
horizontal guide lines. 

In outlining the letter O, the first stroke is made 
with the point of number 6 or 8, red sable brush. 







HRI CIR Uh ged a 


ben 





Dip 


it in the ink and work it to a point on a piece of card- 
board. Hold the brush between the thumb and first two 
fingers, all three fingers should be on the metal ferrule. 


Start at the top guide line bringing stroke number one 
down in one sweep removing the brush just before 


touching the bottom guide line. 


Stroke No. 4 is made 


in the same manner only in opposite direction. 





Jor your lawn ~ 
Bes pennsyhanig 
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Mowers 





When the complete skele- 
ton or outline of letter is 
formed the letter is then 
ready to be “filled-in.” 

The capital letter P, is 
outlined in just four basic 
strokes the small arrows 
show the points or “serifs” 
which finish-off the letter. 
When filling-in, it is best to 
start with a small brush 
until the hand _ becomes 
accustomed to guiding the 
brush. Some, in making 
their first attempt at show 
card writing think they will 
not succeed because their 


hand shakes. 
Nearly everyone’s 
hand shakes__in 


their first attempts. 
Do not hold brush 
too tightly and go 
at it boldly, making 
strokes as long as 
the arrows indicate 
on plate. 

The letter “S” 
will require a little 
more practice than 
some of the round 
letters. The open- 
ing in the top of the 
letter S, is a trifle 
smaller than at the 
bottom if the reader 
will turn the page 
up - side- down he 
will note the differ- 
ence. This is done 
so the letter will be 
more gracefully 
balanced. The first 
stroke at top is 
made from left to 
right the second 
stroke in the same 


manner, stroke No. 4 should join at the beginning of 
stroke 2 and end after one continuous sweep of the 
brush when within an % of an inch of the bottom 


guide line. 


Strokes 5 and 6 complete the basic strokes, 
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and 3 and 8 will then complete the skeleton formation. 

A proper incline to work upon is essential so the 
beginner will get the correct angle, prospective and 
light. The writer suggests a board top be built, portable 
or stationary; this should be about 25x30 in., or large 
enough to accommodate a “full sheet,” measuring 22x28 
in. If space permits, a top 30x40 would be better. This 
should have an incline or slant of about 45 deg. Nail 
a piece of wood about 3 in. wide across the front, allow- 
ing % in. to protrude above (to hold card from sliding 
off) ; nail a piece of wood about 7 in. wide at the back, 
then nail two strips of wood at each end. If box lumber 
is used, it may be covered over with a dark colored oil- 
cloth. The 2-0z. jars of show-card colors are the best 
to work from as these do not take up much room and 
may be covered up when not in use. Light should fall 
over the left shoulder, as this 
will prevent shadows from 
falling on your work. 

One of the most important 
things to remember in learn- 
ing show-card writing is the 
“EFFECT” the show card pro- 
duces when finished. It is al- 
most impossible to do letter- 
ing in a mechanical way with 
compass and ruler and have as 
the card appear artistic. Free- 
hand single stroke letters are 
not perfect by any means but ; 
they are much more effective 
and artistic. The lettering on 
the show cards _ illustrated 
herewith have been reduced 
to such an extent that they 
appear more perfect than they 
really are, but a close inspec- 
tion will reveal that many cor- 





responding strokes are not 
uniform in width, but the Strong and 
strokes are regular enough to Durab e 


deceive the eye on close in- 
spection or altogether at the 


average reading distance. The § 
main fault with some beginners EET aeatina — 


at show card 
writing is that 
they lack the 
necessary confi- 
dence and cour- 
age to continue 
after a few dis- 
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tempts. Re- 
member, if at 
any time you 
strike a snag 
t he writer 
will be glad 
to help you. 
Watch for 
the next in- 
stallment of 
this course on 
show card 
writing to ap- 
pear in Harp- 
WARE AGE on 
Sept. 1. 
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There are many different 
brands of show card colors; 
any of the following will 
give entire satisfaction: “De- 
voes,” “Carters,” “Owl,” 
“Willers,” “Bissells.” There 
should be at least one of the 
above brands sold in your 
local stationery store. Two- 
ounce jars being the small- 
est size sold, these retail for 
25 cents. 


































couraging first 
attempts. They 
are apt to be 


highly sensitive 
in regard to 
“kidding” or 
criticism by their 
friends and bus- 
iness associates, 
any of whom 
could not do as 
well themselves. 

Do not set too 
high a standard 
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A tool window of real interest to mechanics and home owners arranged by Meinsinger Brothers, Detroit 











There Are Three Classes of Tool Buyers 
In Detroit 


Meinsinger Brothers sell to mechanics living in the neighborhood, 
mechanics working in the neighborhood and to home owners 


‘"CORDING to the two Meinsinger brothers, who 
run a hardware store out on Grand River Avenue, 


A 

Detroit, an outlying or “neighborhood” store in a 
large city has a decided advantage over the store located 
in the “loop district” or in an agricultural town in the 
matter of selling tools. It is their contention that a store 
situated as is theirs has three distinct classes of potential 
tool customers which in the order of the volume of their 
purchases are: mechanics living in the neighborhood, me- 
chanics working in the neighborhood and home owners 
in the terrritory. 

The “buying habits” of these various groups may be 
summarized as follows: The mechanics who live near 
the store will patronize it in preference to any other if 
a friendly contact has been established and the proper 
kind of tools are carried; the mechanic working in the 
neighborhood will buy if he sees what he wants when he 
needs it, and the home owner may be appealed to through 
the idea of having handy tools around the house for odd 
repair jobs. The whole thing boils down to the propo- 
sition of letting people know what kind of tools are car- 


ried, and for this purpose the Meinsingers have found 
that frequent window displays are best. 

The professional mechanics to whom about 70 per 
cent of the store’s tools are sold, usually know through 
their own experience exactly what tool they want, and it 
is largely a case of the store carrying a high-grade ser- 
viceable line in order to complete the sale after the cus- 
tomer has stated his wants. The home owner, on the 
other hand, is usually rather interested in the price ele- 


ment first but will buy an equally good quality as the 
mechanic when he is shown the true economy in the 
longer life of the better article. 

That these Meinsinger ideas on tool selling are in 
reality practical is evidenced by a volume of tool sales 
last year of over $15,000 from a stock that averaged 
around $4,000. While May is probably the peak month 
in tool sales, the total volume is fairly well distributed 
throughout the year. And the appealing feature of the 
whole business is the fact that tools are almost invariably 
a strictly cash purchase. 
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Revised Carriage Bolt Price List 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION—List prices are in accordance with recent revision of April 1, 1927. To de- 
termine net selling or buying price on any size, this chart offers a direct short cut. For example: 
Assume a desired discount of 40 per cent on 5/16-inch diameter carriage bolts, 2 inches in length. 
Find the length line and follow along until you reach the 40 per cent discount column—here you 
find the answer, 144. Other discounts and lengths are determined in the same manner. List 
prices are per 100. 


Carriage Bolts (5/16 inch diameter) 



































































































































































































































































































































































































































DISCOUNT DISCOUNT 

Length) List Length) List ee 
10 | 20 | 25 | 30 | 33%/] 40 | 50 | 60 | 70 10 | 20 | 25 | 30 | 33%| 40 | 50 | 60 | 70 

%| 190| 171| 152| 143| 133| 127] 114] 95| 76| 57 %| 135| 122| 108| 102] 95| 90| s1| os| oa| 41 
1 200 | 180| 160] 150| 140| 134| 120] 100] 80| 60 1 140| 126] 112| 105] 98| 94] 84| 70| 56| 42 
1%|.210| 189] 168| 158] 147| 140] 126| 105| 84 | 63° 1%| 145| 131| 116| 109| 102} 97| 87| 73] 58| 44 
1%| 220| 198| 176| 165 | 154| 147| 132] 110] 88| 66 1%| 150! 135| 120| 113| 105| 100| 901 75| 60] 45. 
2 20 | 216] 192/ 180] 168| 160| 144] 120] 96] 72| | 2 | 165| 149] 132] 124] 116] 110] 99] 83/ 66) 50 
2%} 265 | 239] 212] 199| 186 | 177 | 159] 133] 106] 80 | 2%/ 185| 167| 148} 130| 130] 124 | 111° 93 | 4] 56 
3 285 | 257 | 228| 214] 200| 190| 171| 143| 114] 86 3 | 200 180 | 160 | ‘130! 140| 134} 120] 100| 80| 60 
3%| 310| 279| 248| 233] 217| 207| 186] 155] 124] 94] | 3%| 220| 198| 176| 165| 154| 147| 132| 110| 88| 66 
4 | 335| 302] 268| 252| 235| 224| 201| 168] 134| 101| | 4 | 290] 261| 232) 218| 203| 194] 174| 145| 116] 87 
4%| 405| 365| 324| 304| 284| 270| 243| 203/ 162| 122| | 4%| 305/ 275| 244| 230| 214| 204! 183] 153] 122] 92° 
5 | 430| 387| 344| 328| 301| 287| 258| 215| 172) 129 5 | 320| 288| 256 | 240] 224 | 214] 192| 160] 128| 96 
5% | 450| 405| 360| 338| 315 | 300| 270| 225| 180| 135 5% | 335| 302] 268| 252] 235| 224| 201, 168| 134 | 101° 
6 a7~| 423 | 376| 353| 329| 314| 282 | 235] 188| 141 6 350| 315 | 280| 263 | 245| 234 | 210| 175| 140 | 105 
6%| 490] 441 | 392| 368| 343] 327| 204] 245 | 196| 147 6% | 365 | 329 202° a4 256 | 2 _ 219 183 zs 110° 
7 515| 464 | 412| 387 | 361 | 344] 309| 258] 206] 155 7 | 385| 347| 308| 280| 270| 258| 231] 193| 154| 116 
7%| 535| 482] 428| 402| 375| 357] 321 | 268| 214| 161 7% | 400| 360| 320| 300| 280| 267/| 240| 200| 160| 120, 
x 560 | 504| 448] 420| 392| 374] 336] 280| 224] 168 ~ 8 | 420| 378 | 336] 315| 294] 280| 252] 210| 168] 126 
8%| *80| 522| 464 | 435 | 406 | 387| 348| 290| 232] 174 8% | 435 | 392| 348. 3 ~305 | 290] 261 | 218| 174 | 131. 
9 | 605| 545| 484| 454 | 424] 404| 363] 303| 242| 182 9 | 455| 410| 364| 342| 319| 304| 273| 228| 182] 137. 
9% | 625| 503| 500| 470| 438| 417| 375| a1a| 250| 188| | 9%| 470| 423| a76| 353! 329| 314 | 282| 2351 188 | 141 
10 | 650| 585| 520| 488 | 455| 434] 390| 325| 260] 195| | 10 | 490| 441 | 302 | 68 | 343] 327 | 204| 245| 196 | 147, 
11 695 | 626| 556] 522| 487| 464| 417| 348| 278| 209 i 525 473° 420 | 304 368° 350 315 263 | 210| 158 
12 | 740| 666| 592| 555| 518| 494| 444] 370| 296] 229 12 | 560| 504| 448 |+ 420 | 392| 374 | 336 | 280| 224 | 168 
13 | 805| 725| 644| 605| 564] 538| 483| 403 | 322] 242 13. | 615| 554| 492| 462| 431 | 410| 369] 308 | 246| 185, 
1a | 850| 765| 680| 638| 595| se7| 510] 425| 240| 255, | 14 | 645| 581| 516| 484 | 452| 430| 387] 323| 258 | 194 
15 895 | 806] 716| 672] 627| 598| 537| 448] 358] 269 “45 | 680| 612| 544| 510| 476| 454| 408] 340| 272| 204 
16 o40 | 846 | 752] 705 | 658| 627| 564 | 470| 376 | 282 16 710 | 639| 568| 533 | 497|.473| 426| 355 | 284| 213, 
17 | 985| 887| 788| 739| 690| 637 | 501! 493 | 304] 206) | 17 | 745| 671. 497 | 447 | 373 | 208 | 224 
18 1030 927 824 773 721 687 ‘ 618 515 412 309 18 775 hand _620 | “582 | 543 518 | 465 | 388 | 310 233° 
19 | 1075| 968| 860| 807 | 753| 718| 645| 538 | 430| 323 19 | 810| 729| 648 | 608| 567 | 540| 486| 405| 324 | 243 
20 | 1120 | 1008 | 896 | 840 | 784 | 747 | 672 560 | 448° 336 20 845 | 761 676 | 634 | 592 | 564 | 507 | 423] 338 | 254 









































This is the second installment of a complete series of Carriage Bolt prices to be published weekly. 


Copyright, 1927, Hardware Age 





Class I railroads on July 14 has 299,948 


Surplus Freight Cars July 14 Reported to Be 299,948 


surplus freight cars in good repair and w 
immediately available for service, the Car 


Service Division of the American Rail- 


way Association announces. 


This was an increase of 17,389 cars com- 


ere 282,559 cars. 
Surplus coal cars on July 14 totaled 


99,048, an increase of 10,935 within ap- 


proximately a week, while surplus box 


cars totaled 155,541, an increase of 6943 


pared with July 7, at which time there for the same period. 


Reports also showed 21,645 surplus 
stock cars, a decrease of 232 cars under 
the number reported on July 7, while sur- 
plus refrigerator cars totaled 15,860, a 
decrease of 81 for the same period. 
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OOPERATIVE advertising by the “Associated Hard- 
ware Stores” of Seattle, Wash., meeting each Tuesday 
evening to decide on features to be offered, to be continued 


by the organization. 


T is being done in Seattle, Wash. Four suburban retail 
hardware stores have formed an organization known 
as “The Associated Hardware Stores.” The primary 

object of this organization is cooperative advertising. 
The secondary object is cooperative buying of merchan- 
dise for feature selling. In other words, the combined 
purchasing power of the four stores has been used to 
get the best quantity price obtainable on special merchan- 
dise which is offered to customers at bargain prices. 

The members of the Associated Hardware Stores, 
Inc., of Seattle are as follows: the Peterson Hardware & 
Plumbing Co., 5311 Ballard Street; S. P. Paysse, Jr., 
4557 University Way; the Pioneer Hardware Co., 625 
First Avenue, and the Woodland Hardware & Furniture 
Co., 7104 Woodland Street. 

A preliminary announcement in the newspapers re- 
cently was headed: “Trade at the Store that is Con- 
venient to You.” It advertised the members of the asso- 
ciation and explained the objects of the organization. 

There is no overhead in connection with the organiza- 
tion. The only expense is for advertising, and this cost 
is prorated among the four members. 

Every Tuesday evening the members meet to decide 
on the features to be offered in the weekly advertising. 
The advertisements are run in the Friday and Saturday 
newspapers, and the sales are held on those two days 
only. Since this cooperative advertising campaign was 
started, the size of the displays has varied from as small 
as three columns, ten inches, to as large a space as half 


a page. 
The window displays of the four members are changed 


Association comprises four stores. 


every week, and are arranged to tie-up with the news- 
paper advertising. Each store devotes one of its win- 
dows to its Associated Hardware Store appeal. Lettered 
posters are placed in the windows in which the featured 
merchandise is displayed. These cards state that “the 
associated hardware stores are organized to serve you 
with the best merchandise at the lowest prices.” 

It is interesting to note that all of the articles displayed 
in windows devoted to the Associated Hardware Stores 
appeal are carefully price tagged “as advertised” in 
order to get full advantage of the newspaper space that 
is used. Further identification of the member stores are 
made by gold-lettered door signs. Billheads and letter- 
heads are similarly designated. 

The specific appeal of the advertisements is on price. 
But the members of the Associated Hardware Stores do 
not cut prices. They are not cut-rate merchants. The 
advertisements also carry an institutional appeal. The 
stability of the individual merchant behind the merchan- 
dise is stressed, as well as the inducements that the sub- 
urban merchant has to offer over his chain-store com- 
petitors—such things as credit, accessibility, no auto- 
parking problems, delivery service, and a personal and 
friendly interest, etc. 

During July and August sporting goods and camp 
equipment are being featured in the advertisements and 
in the window displays. The members are satisfied with 
the results that have been produced by the cooperative 
advertising so far and will continue it as a permament 
thing. The plan is worthy the consideration of others. 
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Supplying Modern Electrical Needs 


T. B. Rayl of Detroit, alive to the profitable business to be had 
in selling to the modern electrically equipped home 


OMEONE has said that, in view of the multitude 
M of electrical appliances and labor-saving devices 
for the home now available, it is becoming more 
important for the modern housewife to understand the 
fundamentals of electrical engineering rather than do- 
mestic science. This exaggeration is not so absurd as 
it first appears, if the experience of the T. B. Rayl Co., 
Detroit, in selling electrical installation material is con- 
sidered. 

Rayl’s installation material department is located to- 
ward the rear of the first floor of the store, and consists 
of a rectangular arrangement of low open display coun- 
ters, measuring about 12 by 30 feet. Over 300 items 
are carried and displayed on the counters—lamps, plugs, 
switches, wire, bell outfits, sockets, buzzers, cut-out 
boxes, fuses, insulators and the like. The department 
is in charge of S. H. Hunt, and he is assisted by Mrs. L. 
Schassberger. 

The fact that Mrs. Schassberger, a woman, is em- 
ployed to sell this class of merchandise may seem pecu- 
liar, but installation material is not, as may be supposed, 
sold to electricians and mechanics. Practically all sales 
are to home-owners who are doing their own work on 
some minor wiring or connecting job, and well over 
50 per cent of the sales are to women. While Mrs. 
Schassberger does not have a technical knowledge of 


electrical work, she has a practical one, which is all she 
finds necessary. Her customers, both men and women, 
are as ready to accept her advice and instructions as 
they are Mr. Hunt’s. 

The department carries approximately a $2,000 stock 
on the average, and this is turned at the rate of ten 
times a year. About $5,000 of the total volume is rep- 
resented by electric lamp sales, mostly of the odd shapes 
and frosted and colored types. Most of the sales are 
“pick-up” sales—the customer seeing one or two items 
he wants as he passes the counters. As a matter of 
saving time, small paper bags are used in wrapping the 
purchases; the merchandise, all small items, can be 
dropped in a bag and handed to the customer in less 
time than it would take to tear a piece of paper from a 
roll. 

An attractive feature of the department is a number 
of detachable display boards hanging from the two pil- 
lars inside of the counter space. These display boards 
are mounted with various hook-ups for transformers, 
switches, door-bells and the like, showing the different 
kinds of materials than can be used. The boards can 
be easily taken down and placed on the counter before 
the customer to illustrate some point in recommending 


certain equipment. 











An exceptionally good electrical merchandise department of T. B. Rayl Co., 
open display tables and ticketed trays. 


Detroit, showing 
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The tool and builders’ hardware department of the United Hardware & Implement Co., Dinuba, Cal. 








What Does the Average Person Think of When 


“Hardware Store” Is Mentioned? 


Hardware Age man plays part of inquiring reporter. Interesting 
answers to the question reveals fact that hardware store is 
still regarded as place to buy tools and mechanics’ supplies 


HE writer recently played the part of an inquiring 

reporter, and during the course of quite ordinary 

conversations with ten different persons in ten dif- 
ferent places, he introduced into the conversations this 
question: What do you think of when the term hardware 
store is mentioned? 

The first person to be asked this question was a physi- 
cian, a neighbor. We were discussing in a casual way 
our individual reactions to names. He hates a certain 
given name, beginning with the letter D, because as a 
child a man whom he knew bore that name, and the man 
was cruel to him. Finally the conversation worked 
around so that we were able to ask the question men- 
tioned above. His answer was this: “A place where 
they sell tools and knives and so forth.’ That is what 
he associates with the term hardware store. 

Shortly after the conversation with the doctor we 
were holding a neighborly chat with our neighbor who 
lives to the east of us. He happens to be a civil engineer. 

“Say, Mac, what do you immediately think of when 
somebody mentions a hardware store ?” 

His answer was short, snappy and to the point. 

“Tools and supplies. Why?” 


“Oh, no reason in particular. Just trying to find out 
what the average person thinks of when that question 1s 
asked. May turn out to be worth publishing in Harp- 


WARE AGE, just to see what the average person does 
think.” 

The third person we asked was another neighbor, a 
young fellow of eighteen, who is attending the Univer- 
sity of California. With him we took a different method 
of approach, as the sales managers say. We explained 
what we had in mind. 

“Well,” he said, with all the engaging frankness of 
youth, “darned if I know. The only time I ever think 
of a hardware store is when I need a tool or a pocket 
knife or some fishing tackle, or something like that. And 
then nine times out of ten I can’t get what I want, or 
they want too much money for it, or something like 
that. Most of the hardware stores I know anything 
about could stand a lot of jazzing-up, or something like 
that.” 

The Younger Generation spoke and was silent and we 
turned to other things. 

The next day we asked a friend who is in the steel 
business what he thought of when the term hardware 
store was mentioned. 

“What do J think of? Nails, ash barrels, cutlery, 
tools, kitchen utensils and those kind of things.” 

The same day an insurance salesman called on us to 

(Continued on page 81) 
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Home Builders Want Quality Hardware 


H. J. McBride, Birmingham, Mich., hardware 


dealer, finds it easier 


in Birmingham, Mich., it is easier to sell a quality 

line of builders hardware than a cheap line. Mr. 
McBride contends that the man who is building or buying 
a new house naturally wants the best that he can afford 
and the successful selling of quality hardware consists 
largely in demonstrating the longer life and the re- 
sulting economy in buying the better grades. 

Using the arguments that builders’ hardware is a rela- 
tively smail part of the total cost of a house and that the 
better grades will outlast, several times, the cheaper 
grades, Mr. McBride finds that it is fairly easy to con- 
centrate his prospective customers attention on the higher 
priced merchandise. In fact it is not unusual for archi- 
tects and owners to visit the McBride store, select the 
style of hardware and let Mr. McBride write in the 
specifications for that portion of the building contract. 

As an illustration of the way in which the store has 
built up its builders’ hardware business, it is interesting 
to note the purchases from just one manufacturer. In 
1924 there was bought from this concern $5,778, in 1915, 
$6,727 and in 1926, $10,403 while this year purchases 
should touch the $15,000 mark. Two lines or makes of 
hardware are carried with a complete stock of 9 different 


A CCORDING to H. J. McBride, hardware dealer 


to sell than cheap line 


finishes. The stock will inventory on the average about 
$10,000 while sales last year were in excess of $50,000. 

Mr. McBride has been able to build up this enviable 
volume of sales by keeping in constant touch with the 
architects and contractors operating in his territory and 
when he has a new design or anything special he makes 
it a point to pass on the news in a personal sort of 
way. Ifa building is started for which he has not already 
figured or obtained the builders’ hardware order, he 
looks up the owner and solicits the business—his very 
aggressiveness usually proving to be his- best sales argu- 
ment. 

Possibly a vital factor in the stores sales of builders 
hardware is an adequate display room. Just back of the 
main sales room is a room about 12 ft. square containing 
a table and some chairs. Along one side is a glass 
doored cabinet on the shelves of which are the various 
hardware items each mounted on a small wooden panel. 
When a customer is selecting a design, the small panels 
are convenient to handle and may be removed from the 
confusing proximity of other designs or can even be 
carried to the contractors or owners home. The seclusion 
of the room is a decided asset in affording a place to 
go over plans, to check specifications and estimates. 











The display of builders’ hardware by H. J. McBride, Birmingham, Mich. 
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W.H. Paul Knows How 
to Use Crepe Paper 


Seneca, Kansas, window dresser has knack of presenting mer- 

chandise to best advantage, and uses colorful crepe paper to get 

Lighting effects play part in lifting displays 
out of the ordinary. 


his message across. 
H. PAUL, a young man in Seneca, Kan., is 
producing some real window displays for the 
* Kongs Hardware Co. of that town. His 
decorations are greatly enhanced by his use of crepe 
paper, a medium of 
decoration that has 
been many _ times 
advocated in Harp- 
WARE AGE, and are so 
good that they are 
stopping nine-tenths 
of the passersby. Any 
merchant knows what 
that means. 

Crepe paper is an 
inexpensive material 
at any time, but Mr. 
Paul finds that a back- 
ground put in for a 
display will serve 
equally well when the 
merchandise is 
changed. As soon as 
the paper shows the 
slightest sign of fad- 
ing it is changed for 
another of his appeal- 
ing color schemes. Mr. Paul is truly an artist 
and his taste in colors has built for him a reputa- 
tion that brings him into prominence in the com- 
munity when anything requiring an artistic handling 
arises. 

Reproduced here are a few of the windows Mr. Paul 
has decorated. The colors used were exceptionally well 
chosen and are described in the captions accompanying 
the photos. 

William Paul was born on a farm at 
Rulo, Neb., thirty-four years ago, and 
did not enter the hardware business until 
after the war, in which he served with 
the 139th Infantry. Upon his discharge 
from the army he took a position with 
Shockey & Landes, of Abilene, Kan., 
where his parents were then living. Here 
he received his first experience and train- 
ing in the business. Mr. Paul tried the 
insurance business after five years in the 
hardware line, but soon decided that hard- 
ware, his first love, was the line for him. 
Later he was employed successively by 
C. B. Meyers, Enterprise, Kan., the 
Bondurant Hardware Co., of Great Bend, 
and Kongs, where he is now in charge of 





A window which, bathed in blue light, added to the attractiveness of the china. 





W. H. Paul 


window dressing and its kindred duties. 

The windows of the Kongs Hardware Co. store are 
10 x 15 x 6, and the average cost of putting in a crepe 
paper background is placed by Mr. Paul at from $1.50 
to $2.00. 

The lighting effects 
are obtained by using 
Pittsburgh _ reflectors 
and colored screens, 
and Mr. Paul certain- 
ly knows how to get 
the most out of this 
phase of window 
dressing. In lighting 
a display of chinaware, 
for instance, he used a 
blue color screen that 
gave the dishes an im- 
maculate appearance 
that could not be ob- 
tained with ordinary 
light. Other colors 
were equally effective 
in different circum- 
stances. His knowl- 
edge of correct color 
arrangements is a very 
great asset to Mr. Paul, but there is nothing about such 
knowledge that cannot be gained and put to exceptionally 
profitakle use by any intelligent merchant and his assist- 
ants. 

The interest the Kongs windows have created clearly 
indicates that good window displays in smaller towns 
and cities attract even greater attention because the 
competition is usually limited, says Mr. Paul. 
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The camping window was appropriately decorated with red, 
white and blue paper and at night a green floodlight was used 
which gave the effect of moonlight. 


Too much cannot be said for the use of color in the 
making of window displays. A window may be very 
desirable and correct as to balance and the choice of 
merchandise shown, but the addition of a splash of 
color will put the “wallop” into it and will pull people 
across the street to examine what you are offering for 
sale in the store. 

The various spotlights and reflectors, together with 
their accompanying gelatine color screens are of the 
greatest importance and help in drawing the attention of 
the passerby. Of course the choice of colors is very 
important, because some colors are restful, like the blues 
and some shades of green, while others are antagonistic 
when used in too great strength. The manufacturers of 


The colors used in the range window were: Canary, amber, 


light amber, orange and light orange. This window was ex- 
ceptionally successful, bringing many people into the store. 


these screens doubtless will aid in the choice of the 
colors that have been tried and proved most successful 
in making sales by way of the show window. 

In the window display on the opposite page, the gleam- 
ing white china was further enhanced by the use of a 
blue color screen in the Pittsburgh reflector. This gave 
the merchandise an immaculate appearance that made it 
very desirable. 

Knowledge of this kind is most valuable, and it will 
prove profitable to any window dresser to acquire it. 
W. H. Paul is producing windows that would look at 
home in the largest cities of the country, and his knowl- 
edge of the use of color is largely the reason for the suc- 
cess he is enjoying. 





A Merchant Finds His: Market 


the terrible younger generation I want to put a 

guiding hand under his elbow and lead him around 
to have a look at the broad plate glass of my hardware 
store. 

My son Jim came home from college at the end of his 
Junior year and said he didn’t want to go back. More- 
over, he wanted to come into the store. 

“I thought you wanted to go on and be an engineer,” 
I said. 

“Changed my mind,” he said. 
Want to get married.” 

“How soon can I have a partnership?” Jim asked. 

I blinked. 

“When you earn it,” I said. 

“Fair enough,” he said. “I'll start now.” 

I came to have a new respect for my boy; he could 
get at the heart of things. In support of an argument, 
he said: 

“This has become a commuters’ town. 
town. You’re not selling to this town at all. 
selling to the old town, or what’s left of it.” 

And again: 

“We've got to knock the partition out and have that 
other store room, and put in a plate glass front that lets 
light in and shows things up. Got to catch the commu- 
ters’ eyes. I know this community.” 

I had to grin at that. He said something then, judg- 
ing by the way I’d seen him lead the strangely clad parade 
of youngsters. 

“All right, you’re an expert,” I said. 
commuters. I give you a free hand.” 


W ite terrible I hear a man begin ranting about 


“Make more here. 


It’s a different 
You’re 


“You sell the 


“Then I get the other store room?” he said quickly. 

I surrendered. Privately I liked the idea of seeing 
my name across a broader front, I suppose. I didn’t 
think it would make any difference, and I could stand 
the gaff. But that was only a beginning. Such things 
happened as: 

“Got any fire grates, Dad?” 

“Yes, down the cellar somewhere.” 

“Gonna get ’em up antl put ’em in the window.” 

“Who's getting old-fashioned now, Jim? This town 
is steam-heated. We don’t sell any fireplace stuff any 
more, not any to speak of.” 

“No?” he said. “And the town full of folks who have 
moved out of steam-heated apartments and who'd like 
to look at a fire.” 

He not only sold what we had—which he condemned 
roundly as regards style—but shocked me by putting in 
a big order, and then again by selling every last one of 
them. 

I needn’t go into detail about what happened. The 
kind of “hardware” I knew got shoved farther and far- 
ther back to the rear. Lawn seats, fire screens, Scout 
knives, hunting equipment, fishing tackle, brightly colored 
kitchen ware, electric washers, electric irons, electric 
heaters, antiqued iron “baskets” for holding firewood, 
flower seeds, bulbs, tools for amateu: and professional 
gardeners— 

Well, you figure it for yourself. This is a suburban 
town, but towns are changing everywhere. The motor- 
car helps make the change; but it is only one of dozens 
of factors. The change is rapid and the small merchant 

(Continued on page 85) 
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Most Low Price 
Cars Need 


Extras 


Concentrating on them _in- 
creases accessories sales greatly 


States on July 1, showed an increase of 1.155 per 

cent, for the fiscal year ending on that date. With 
20,744,197 cars in use there is an auto for every 5.7 
persons in the country. It is difficult to imagine a wider 
field for the sale of any one line in your stock than that 
which is available for the sale of automobile essentials. 

While it is true that many cars come fairly well 
equipped, you must remember that this practice gives 
even the indifferent an opportunity to appreciate the 
convenience of many items which will need annual re- 
placement. Tires and tubes of course will always have 
a substantial sale. Even the car purchased with five 
tires will soon be in line of new tubes and soon after 
for replacement of shoes. In between times there is the 
need of tube repair kits and tire tools. Seldom does a 
good jack come with a new car. It would be very simple 
to sell the new car owner a decent jack, a set of GOOD 
TOOLS, a lock for his spare tire lubricating outfit, and 
a spare fan belt and extra set of auto lamps. 

When you realize that a huge portion of the twenty 
million odd cars in use are those selling under the $1,000 
mark, you find the market for sales to new car owners 
is very large. Cars in this group do not have automatic 
windshield cleaners in most cases, ‘nor do they have the 
necessary spare tire, some of them don’t have speedom- 
eters and none of them have moto-meters. 

Today the hardware man’s auto accessory business 
may be divided into two main groups. The relative im- 
portance of these groups differ with locations. In one 
classification we will consider the car owner and truck 
owner who purchases accessories on a consumer basis 
for his own use, either pleasure or business. Group 
two might be termed a semi-jobbing basis in that it in- 


RR ‘states on July 1 of automobiles for the United 





M. Herzog, Kings- 
ton, N. Y., used 
the window at the 
left to sell a good 
looking line of 
auto accessories— 
the window below 
is that of Knight 
and Wall, Tampa, 


Gatliff, of 
firm. 





cludes the sale of auto items to garages, auto dealers and 
service stations who in turn install the purchased equip- 
ment or use it in serving motorists. The latter phase of 
the auto business is the natural development of what 
was formerly a blacksmith supply trade and will naturally 
include the full line of accessories, shop equipment and 
if possible ignition and engine replacement parts. In 
recent issues of HARDWARE AGE specific examples of this 
phase have been shown. 

The sale of auto accessories and parts to those in group 
two is largely so much extra sales to regular customers, 
who have been coming to your store for tools, wire, 
screws, bolts, nuts, and many other staple hardware items 
needed in auto work. To build up a real volume on auto 
accessories in the second group some one should be 
delegated to give this work special attention, make regu- 
lar personal calls on customers and prospects and keep 
posted on the activities of local repair stations. 

In appealing to the consumer your best bet would be 
the intelligent use of a good mailing list. Your local 
license clerk can give you a complete list of car regis- 
trations in your territory. This list will tell you the kind 
of cars owned and will enable you to make special drives 
in any price group—for example take the list of Ford 
owners and work them for Ford specialties. Manufac- 
turers of accessories will furnish printed matter and dis- 
play material. Frequent window displays will help sales. 
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Record-Breaking Summer Meeting 
Held by Brooklyn Ass’n 


The Brooklyn Hardware Association 
held its record-breaking August meeting 
Thursday, Aug. 18, at the Johnston Build- 
ing, Brooklyn, N. Y., with President 
H. A. Vogt presiding. Much of the meet- 
ing was devoted to plans of the outing 
being held by the Metropolitan Hardware 
Association, which is the clearing house 
for the local association. Al Cornell, 
past president of the Brooklyn and Metro- 
politan associations, is chairman of the 
outing committee and explained all details 
and answered all questions. 

Secretary Robert Pearsall proved to be 
high man among the ticket sellers who had 
reported to date. Mr. Pearsall told the 
members that with 30 present a new high 
record had been established for summer 
meetings. 

N. R. H. A. President R. J. Atkinson 
added a few comments on the outing and 
urged all ticket sellers to keep active up 
until the last minute. 

Charles Pincus, Stanley Works, chief 
booster of the New York Hardware 
Boosters, expressed his regret at missing 
the July welcome home meeting held to 
honor Mr. Atkinson and took the present 
opportunity to extend the official congratu- 





lations of the Boosters to the new N. R. 
H. A. president. Mr. Cornell then pre- 
sented Mr. Pincus with a key said to be 
“the key to the city.” 

Charles J. Heale, HArpware AGE, told 
of an interesting afternoon he and Mr. 
Atkinson spent with two Japanese hard- 
ware men who were visiting this country 
to study association work, so that upon 
their return to Japan they could form a 
real hardware organization of their own. 
Mr. Atkinson added a few additional com- 
ments regarding these visitors, who were 
Kiichi Harada, representative in Japan for 
Yale & Towne Mfg. Co., and Hisao 
Watanabe, retail hardware merchant, both 
from Tokio, Japan. 

In connection with the question box dis- 
cussion supervised by Mr. Cornell, Mr. 
Atkinson urged members to keep daily 
sales records on cards, each card to bear 
this data for a week. Such a plan per- 
mitted ready comparison of the same week 
in succeeding years. He suggested that 
cash sales and cash receipts be considered 
daily business. Charge sales are listed the 
day paid. 

Past President Edward F. Daily was 
present to contribute to the discussions. 





National Council Condemns 
15-Cent Hotel Phone Charge 


There is reported to exist an arbitrary 
agreement among the members of the Cin- 
cinnati (Ohio) Hotel Association, to fix 
a uniform charge of 15 cents for room 
telephone calls in that city, with a 10-cent 
rate for all lobby telephone calls. It is 
a fact that a 15-cent room charge does 
exist and is demanded by the hotels. The 
National Council of Traveling Salesmen’s 
Associations recently held a convention in 
the Hotel Pennsylvania, in New York City, 
at which time a resolution condemning 
this practice was unanimously adopted by 
the delegates of the 38 travelers’ associa- 
tions. 

The resolution maintains that this rate 
is extortionate and totally unjustified; that 
it is unfair discrimination to tax the hotel’s 
room guests 15 cents for local telephone 
calls, while permitting the lobby public 
to receive the same service for 10 cents; 
that it is a dangerous precedent to permit 
the establishment of such a charge in the 
city of Cincinnati or in any other city, 
as it might lead to the adoption of similar 
hotel agreements in other cities, and that 
this charge will work a great hardship 
upon the commercial travelers. 

It was resolved that the National Coun- 
cil should extend its utmost efforts, in co- 
operation with all other commercial trav- 
elers’ associations, in combatting this move- 
ment, and that the members of affiliated 
associations should whenever possible in- 
convenience themselves, as a protest, by 
making all possible calls through the 
5-cent pay station telephone booths rather 
than submit uncomplainingly to the charge. 





Six Heater Firms Merge Into 
National Radiator Corp. 


Six of the leading radiator companies 
were merged last week into the National 
Radiator Corporation. The companies in- 
volved in the merger include the National 
Radiator Co., the Niagara Radiator & 
Boiler Co., Continental Heater Corp., 
Utica Heating Co., Union Radiator Co., 
and the Gurney Heater & Manufacturing 
Co. The new corporation is said to con- 
trol more than one-fifth the entire out- 
put of the industry in this country. 

The National Radiator Corporation will 
own ten plants and will have a total 
annual capacity, upon completion of a new 
plant at Newcastle, of 60,000,000 sq. ft. 
of radiating surface and more than 90,- 
000,000 Ib. of boilers. John H. Waters, 
former president of the National Radi- 
ator Corporation, will be the chairman of 
the board. Edward Norris, former presi- 
dent of Utica Heater Co., will be presi- 
dent. E. C. Andrews, former president 
of Niagara Radiator & Boiler Co., will 
be chairman of the Advisory Committee. 





Hoeft & Co. Have Built 
Addition to Factory 


Hoeft & Co., North Chicago, IIl., manu- 
facturers of poultry equipment, have just 
completed a new addition to their factory 
which will give them 16,000 sq. ft. more 
fioor space. The new building, which is 
80 by 200 ft., one story high, will be used 
as an assembling room and warehouse, and 
will enable the company to keep a complete 
stock on hand at all times for immediate 
shipment. 


} 





Pratt & Lambert Inc. Hold Three 
Divisional Meetings 


The sales representatives of Pratt & 
Lambert, Inc., Buffalo, N. Y., varnish, 
enamel and lacquer makers, gathered to- 
gether recently for three Divisional Sales 
Meetings. 

The Western Division met at the Drake 
Hotel, Chicago, Ill., Aug. 1-2; the Cen- 
tral Canadian and Industrial Divisions at 
Hotel Statler, in Buffalo, N. Y., on Aug. 
3-4. The Eastern Sales Divisions met at 
the Waldorf-Astoria, New York City, 
Aug. 5-6. 

R. W. Lindsay, sales manager, assumed 
charge of the meetings, with A. D. Graves, 
president of the company, presiding. Sell- 
ing points, discussion of technical details 
and demonstrations consumed the greater 
part of the conferences. An_ intensive 
program was followed through by the in- 
dustrial men at the headquarters plant of 
the company, in Buffalo. Mr. Graves 
touched upon conditions prevailing in the 
raw materials market, the healthy state of 
finance and said that the outlook for busi- 
ness generally this fall was very prom- 
ising. H. E. Webster, vice-president of 
the company, further emphasized Mr. 
Graves’ statements in his survey of busi- 
ness conditions. 

J. N. Welter, chairman of the board, 
made the address of welcome at the Chi- 
cago conference. J. G. Schroeder, sates 
manager of the Western Division, and 
C. D. Sproule, resident manager of the 
Western Division, spoke at this meeting. 

The first day’s program concluded with 
a dinner at the well-known Bob-O-Link 
Country Club. A  Salesman’s Putting 
Match was staged. C. I. Bogue and H. S. 
Campbell tied with a score of 20, which 
Sogue finally won on the toss of a coin. 
In the Executives’ Putting Match the 
scores were as follows: J. N. Welter and 
J. G. Schroeder claimed a net score of 
20; A. D. Graves and R. W. Lindsay, a 
score of 21; H. E. Webster with a 24. 
Mr. Webster had a handicap of 5, and 
claimed a net score of 19. He was pre- 
sented with a jackpot at the dinner. J. B. 
Bouck, Jr., vice-president, opened the 
meeting at New York, which was in 
charge of H. S. Prescott, sales manager 
of the Eastern Division. Professional 
entertainers enlivened the evening for the 
New York representatives. 


F. L. Mayes: Visite Jorgensen- 
Blesch Co. 


F. L. Maytag, head of the Maytag 
Co. washing machine in Newton, Iowa, 
was a recent visitor in Green Bay, Wis. 
He paid a visit to the Jorgensen-Blesch 
Co.’s new store, the agency for the May- 
tag washer in that territory. 

A short while ago, on his seventieth 
birthday, Mr. Maytag distributed $150,000 
to his employees. Every man and woman 
in the plant received a gift of $50 for each 
year of service with the Maytag company. 
He deposited the gift to the employees’ 
credit in a savings account at a Newton 
bank. Accompanying each passbook was 
a personal letter from Mr. Maytag, in 
which he requested that the gift be left 
to draw interest for five years. 
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DuPont Paint & Varnish Men 
Convene at Philadelphia, Pa. 


One of the most successful paint and 
varnish conventions ever held in the his- 
tory of the E. I. duPont de Nemours & 
Co. took place in Philadelphia, Pa., at the 
Penn Athletic Club on Aug. 9 and 10. 
Men were present from all the New Eng- 
land, Middle Atlantic and Southern States 
and a program was supplied which gave 
them a comprehensive view, not only of the 
duPont paint and varnish field, but also of 
opportunities which existed throughout 
the United States. 

The convention was presided over by 
J. W. Elms, manager of the Paint and 
Varnish Division. It was brought out 
that during the past six months the sales 
of the districts represented at the conven- 
tion showed an increase of 17 per cent 
over the corresponding period of last year. 
In the Paint Prescription Service there 
was an increase of 56 per cent during the 
first six months of 1927 over the corre- 
sponding months in the previous year. The 
coverage of Brush Duco in towns of more 
than 1000 population, it was _ reported, 
showed an increase of 84 per cent as com- 
pared with 77 per cent for last year. 

There was a discussion of advertising 
of the company by William A. Hart, di- 
rector of advertising, assisted by Matt 
Denning, assistant director, and S. L. 
Johnson, advertising manager of the Paint 
and Varnish Division. 

The convention was notable from the 
fact that it celebrated the 125th anniver- 
sary of the founding of the company. A 
large map, drawn to represent what is 
now the United States as it was in 1802, 
the time of the foundation of the duPont 
company, was unveiled during the conven- 
tion. 

Dr. Charles M. Stine, chemical director 
of the company, discussed the work of the 
company along chemical lines. Besides 
the many officials of the company in the 
Paint and Varnish Division who attended 
the convention, there were many repre- 
senting other branches of work. 





New England Iron & Hardware 
Association Plans Outing 


The New England Iron and Hardware 
Association will hold its annual summer 
outing on Tuesday afternoon and evening, 
Sept. 20, at the Tedesco Club, Swampscott, 
Mass. The usual golf match will be played 
off during the afternoon. Prizes, many 
of which have been donated by member 
companies, will be awarded in the evening, 
following the dinner. 





Buffalo Retailers Go to 
Lone Oak Grove for Outing 


Hardware stores in Buffalo, N. Y., were 
most all closed on the afternoon of 
Wednesday, Aug. 3, for the annual out- 
ing of the Buffalo Retail Hardware Asso- 
ciation. As usual, the outing was held at 
Lone Oak Grove, in the outskirts of the 
city. 

A number of valuable prizes for games 
and drawings were presented by manufac- 
turers. The distribution of these tokens 





made an exciting half hour. Howard King, 
of Ebling Hardware & Plumbing Co., and 
also president of the Buffalo Association, 
presided at the dinner and supper of the 
party, which included not only retailers 
but representatives and executives of the 
wholesale trade in Buffalo, N. Y. 

George G. Allen, past president of the 
city and of the New York State Associa- 
tion, was chairman of the outing com- 
mittee. 





Detroit Brass Purchases Detroit 


Sanitary Mfg. Co. 


The Detroit Brass & Malleable Works, 
1177 Holden Avenue, Detroit, Mich., has 
purchased the Detroit Sanitary Mfg. Co. 
The business will be continued under the 
old name as a division of the Detroit Brass 
& Malleable Works, with general offices 
at the above address. 

The addition of the “Clean Sweep” and 
“Desanco” products, together with the flexi- 
ble “Fourdee” line, will enable the com- 
pany to more completely fill the require- 
ments from one point of shipment. 





I. R. Myrland, Branch Manager 
American Gas Machine Co., Inc. 


The American Gas Machine Co., Inc., 
Albert Lea, Minn., recently appointed I. R. 
Myrland as branch manager of its west- 
ern office at 4242 Hollis Street, Oakland, 
Cal. Mr. Myrland has been connected 
with the company for many years and has 
traveled the western division for the past 
several years. He brings from the home 
office C. A. Wesp and E. M. Sorensen, 
who will be associated with him as special 
representatives, assisting the regular sales 
and service men. 

On Aug. 1 the branch office moved from 
San Francisco, Cal., to its present loca- 
tion, which provides ample warehouse and 
shipping facilities. Complete stocks will 
also be carried in Los Angeles, Cal., and 
in Portland, Ore. 

The company manufactures Kampkook 
Stoves, Kitchenkook Stoves, Ready-Lite 


Lamps. : 





Aluminum Goods Mfg. Co. Has 
Twenty-ninth Annual Outing 


The Aluminum Goods Mfg. Co., of 
Manitowoc, Wis., held its 29th annual out- 
ing recently. It started with a parade 
from the plant to Silver Lake, where the 
affair was held. One of the big features 
of the occasion was the awarding, by 
George Vits, president of the company, of 
watches to Oscar Vogel and Oscar Becker, 
who were added to the Twenty-five Year 
Club. All the employees of the plant and 
their families enjoyed a wonderful time 
with the games, sports, and other amuse- 
ments. 





Gordon E. Hyde Now with 
Robeson Rochester Corp. 


Gordon E. Hyde, for the past four and 
one-half years with the Curtis Publishing 
Co., of Philadelphia, Pa., is now manager 
of distribution for the Robedon Rochester 
Corp., of Rochester, N. Y. 





J. D. Rennick & Co. Is Formed 
by J. D. Rennick 


J. D. Rennick, formerly with Sargent & 
Co.’s New York office, recently organized 
the firm of J. D. Rennick & Co., with 
offices at 97 Warren Street, New York 
City. The company will act as New York 
sales representatives for various manufac- 
turers. 

J. D. Rennick, president of the company, 
has had a wide experience with hardware 
and tools, and has a large acquaintance 
among manufacturers and the trade. For 
many years he was connected with Sargent 
& Co., both before and after the war. 
When the United States entered the war, 
Mr. Rennick joined with the Quartermas- 
ter’s Department of the Army, and had 
charge of one of the branches of the Gen- 
eral Supplies Division, buying tools. 





The Earle Gear & Machine Co. 
Opens N. Y. District Office 


The Earle Gear & Machine Co., 4707 
Stenton Avenue, Philadelphia, .Pa., an- 
nounces the opening of a New York dis- 
trict office at 95 Liberty Street, New York 
City. C. N. Walsh and George E. Bar- 
rett will be in charge of this office. All 
matters pertaining to Earle products can 
be referred to this office for prompt at- 
tention. 

The Earle Gear & Machine Co. also 
maintains a district office in charge of 
William H. Allen at 110 State Street, 
Boston, Mass. 


Mrs. G. A. Bock Dies 


Mrs. G. A. Bock, wife of G. A. Bock, 
pioneer hardware merchant of Dale, Wis., 
died in her 66th year at her home re- 
cently. Mrs. Bock had been a resident of 
that village for 35 years. She is survived 
by her husband, two sons, and five daugh- 
ters. 





Butler Bros. to Open a 
San Francisco Branch 


Butler Bros., wholesalers of general 
merchandise, are planning to open a dis- 
tributing house in San Francisco, Cal. 
This new house will be the sixth in the 
wholesale chain of houses that have al- 
ready been established in New York, Chi- 
cago, St. Louis, Minneapolis, and Dallas. 

Butler Bros. specialize in 5-cent, 10-cent 
and 25-cent, and other popular priced vari- 


ety goods. They do an exclusive whole- 
sale business, dealing only with retail 
merchants. Their lines: cover crockery, 


glassware, tinware, toys, hardware, etc. 





Baker Mfg. Co. Changes Name 
and Moves to Haverhill, Mass. 


Baker Manufacturing Co., of Lynn, 
Mass., has changed its name to Bako 
Manufacturing Co. Business has been 
greatly increased, and the company now 
occupies a six-story building located at 
44 Granite Street, Haverhill, Mass. 

The company manufactures underground 
garbage receivers and ash-barrel trucks. 
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‘Atlantic City Convention 
Will Open Oct. 17 


Word comes from George A. Fernley, 
secretary-treasurer, National Hardware 
Association, that the joint convention of 
that association and the American Hard- 
ware Manufacturers’ Association at At- 
lantic City, N. J., will open Monday eve- 
ning, October 17, and the closing session 
will be Thursday afternoon, October 20. 
There will be morning and afternoon ses- 
sions Tuesday, Wednesday and Thursday. 

Official headquarters will be at the Marl- 
borough-Blenheim Hotel. Mr. Fernley 
urges all those who plan attendance to 
make their hotel reservations promptly. 


Lendzion Leather Goods Co. 
Appoint Darusmont & Gray 


The Lendzion Leather Goods Co., 1847 
North Ashland Avenue, Chicago, IIl., an- 
nounces that Darusmont & Gray, of Cin- 
cinnati, Ohio, factory representatives in 
the mid-western states, have been added 
to the sales force and will cover Illinois, 
Indiana, Ohio, and Michigan. 

Jas. A. Gaffney & Co., 35 Warren Street, 
New York City, another well-known repre- 
sentative in the eastern territory, is now 
covering the eastern states for the Lend- 
zion Leather Goods Co. Geo. C. Hale is 
covering the states of Texas, Arkansas, 
Louisiana, Kansas, and Oklahoma. 


Tripod Orchard Ladder Has 
Steps in Place of Rungs 
Superior Ladder Co., 516 East Madison 
Street (Lincoln Highway), Goshen, Ind., 
ic manufacturing a tripod orchard ladder 
with steps instead of rungs. It is equipped 





with the patented steel support. The manu- 
facturer states that this step support grips 
and reinforces the side piece at the point 
of strain on the ladder, holding the end 
as firmly as in a vise. The device is said 
to hold the step and avoids slots and 
grooves in the side pieces. The steps are 
said to provide an easier tread and firmer 
support for standing. 


| 
| 
| 





Black Hardware Co. to Make 
Many Wire Products 


The Black Hardware Co., Galveston, 
Tex., which is soon to embark upon the 
manufacture of wire products, will not 
limit itself merely to wire nails, but will 
make all wire products with the exception 
of woven wire fence. It has purchased 
several barbed-wire machines in addition 
to nail machines and wire blocks, and by 
virtue of its location expects to become 
a strong factor in the Texas and south- 
western market for nails, wire, and staples, 
both bright and galvanized. 


Summer Number of “Saw Kerf” 
Contains Much Information 


E. C. Atkins & Co., 402 South Illinois 
Street, Indianapolis, Ind., has just issued 
the Summer Number of its interesting 
and instructive booklet, “The Saw Kerf.” 
This little publication, issued quarterly for 
the friends of E. C. Atkins & Co., contains 
many interesting stories and articles as 
well as much really instructive material. 


L. C. Smith Gun Catalog Is 
Attractive and Complete 


Hunter Arms Co., Inc., Fulton, N. Y., 
manufacturer of L. C. Smith guns, has 
just issued a new catalog. It covers the 
complete line of single and double barrel 
guns for trapshooting, double barrel for 
game shooting, the long range model and 
the Fulton and Fulton Special guns. 

One feature of the catalog is the cover, 
which is new in design, both outside and 
within. The entire book has been pre- 
pared in such a way that it is attractive 
as well as complete. 


Lakewood Weatherstrip is Air- 
Tight and Moisture Proof 
The Lakewood Rubber Products Co., 
3831 St. Clair Ave., Cleveland, Ohio, is 
manufacturing a rubber weatherstrip which 
is claimed to be air-tight and moisture 





FLEXIBLE RURBER TUBING 






TACKING FLAP 






proof. The weatherstrip is said to be made 
entirely from specially prepared, weather- 
resisting rubber which is unaffected by 
heat or cold, moisture or dampness. The 
manufacturer claims that this rubber will 
always stay springy and spongy, never 
freezing in cold weather when it is needed 
most. 

The weatherstrip is easily applied. Spe- 
cial tacks are supplied if desired. Made 
in maroon, black, and white colors, and 
packed in cartons containing 100 lineal feet 
and on reels of approximately 500 feet. 








Daniel W. Northup President 
Henry G. Thompson & Son Co. 


Two important changes in the executive 
personnel of The Henry G. Thompson & 
Son Co., New Haven, Conn., have recently 
been announced. Daniel W. Northup has 
been elected president and general man- 
ager, succeeding D. Campbell Smyth, who 
has been made treasurer of the company. 

For the past 25 years Mr. Northup 
was connected with the Bassett Metal 
Goods Co., Inc., of Shelton, Conn., large 
manufacturers of hardware. During the 
past 10 years he served them as vice- 
president. 


Col. Henry A. Hale Dies 


Col. Henry A. Hale, for: many years in 
the hardware business at Salem, Mass., 
died on Monday, Aug. 9, at Kennebunk- 
port, Me., while on a vacation. 

Colonel Hale was born in Salem 87 
years ago. In April, 1861, he enlisted with 
the Salem Zouaves and served until Octo- 
ber, 1865. He was wounded at Cold Har- 
bor and at Antietam, and served at one 
time during the war as adjutant of the 
Twenty-third Army Corps. 

Following the war he engaged in the 
hardware business, but eventually retired 
to become president of the Salem Five Cent 
Savings Bank and the Salem Gas Light Co. 





Radio Industries Banquet 
to Be in N. Y. C. on Sept. 21 


More than 100 leaders in the radio in- 
dustry are members of the committee for 
the fourth annual radio industries ban- 
quet, which will be held at the Hotel Astor 
in New York City on Sept. 21. The spe- 
cial program will be broadcast over a chain 
that will likely be the largest in the his- 
tory of radio operation. Paul B. Klugh 
is general chairman; Powell Crosley, Jr., 
treasurer; J. Andrew White, master of 
ceremonies, and L. A. Nixon, executive 
secretary. 


Juvenile Pedal Vehicle Has Many 
Attractive Features 


The American National Co., Toledo, 
Ohio, is manufacturing a juvenile pedal 
vehicle which they name ‘Fire Chief.” It 
has an adjustable windshield, spotlight, 


spare wheel, nickel plated bell and bumper, 





stationary leather cloth hood, license plate 
and nickel plated headlights. The “Fire 
Chief” is finished in fire red with yellow 
striping. The disk wheels are 634 inches 
in diameter with rubber tires. The width 
overall is 13 inches; length, 2914 inches, 
and height, 14 inches. One is packed to a 
carton weighing 19 pounds. 
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Washington News Letter 


Hardware Exports First Half of 1927—Federal Trade Commission Authority 
—People’s Pulpit Association vs. Federal Radio Commission—Chamber of 


Commerce Gets Response to Letter of Inquiry—Other Notes. 


By L. W. Moffett 


(Washington Bureau of Harpware AGE) | ments of “mechanic’s tools, n.e.s.,” declined 


WasHINGTON, Aug. 16—Exports 
hardware and allied products from the 
United States during the first six months 
of 1927 were valued at $33,217,672, an 
increase of $354,957 as compared with the 
same period of 1926, when shipments 
amounted to $32,862,715, according to the 
Iron and Steel Division, Department of 
Commerce. 

Of particular note were the shipments 
of cutlery, which surpassed in value the 
exports for the same period in 1925 and 
1926. Such classifications as cooking and 
heating appliances, abrasives, and plumbing 
fixtures experienced slight gains, while de- 
clines were noted in the exports of build- 
ers’ hardware, tools, lamps and_ illumi- 
nating devices, and household utensils. 

Shipments of builders’ and other hard- 
ware during the six-month period of the 
current year were valued at $4,549,723, 
a slight decline compared with the same 
period in 1926, when exports of these 
goods totaled $5,611,675. All classes of 
hardware registered decreases except fur- 
niture hardware, which increased slightly 
from $206,529 in the 1926 period to $413,- 
835 in 1927, and hardware of brass and 
bronze, which increased from $429,737 to 
$440,665 in the 1927 period. 

Foreign shipments of cutlery, which de- 
clined from $5,108,767 in the first six 
months of 1925 to $4,987,782 in the same 
period of 1926, increased to $6,165,249 in 
1927, representing an increase over the 
previous year of $1,177,467, or nearly 24 
per cent. Exports of safety razors de- 
clined considerably in the 1927 period, be- 
ing valued at $266,613, compared with 
$570,249 in 1926, a decline of $303,636. 
Shipments of safety-razor blades, however, 
registered a substantial gain, increasing 
from $2,971,414 in 1926 to $4,654,698 in 
1927, a gain of $1,683,284, or about 56 
per cent. 

Exports of table and kitchen cutlery in- 
creased slightly from $302,917 in 1926 to 
$341,321 in the 1927 period. Shipments 
of scissors and shears declined slightly 
from $90,296 in 1926 to $82,645 in the 
present year, while exports of other cut- 
lery and parts declined from $1,052,906 
to $819,972. 

Shipments of tools from the United 
States during the first six months of 1927 
were valued at $9,632,519, or $362,053 less 
than in the same period of 1926. Increased 


exports were recorded under the headings 
“Files and Rasps” and “Metal-cutting and 
Other Saws.” 
perienced under the other headings. 


Slight declines were ex- 
Ship- 


of | 





$155,040; “other tools, n.e.s.,” decreased 
by $110,033, and exports of axes declined 
$73,866. Tools classified as “reamers, 
cutters, drills, taps, dies and other metal- 
working tools” were included under one 
heading in 1926, but were shown under 
three separate headings in 1927. 


The authority or lack of authority of 
the Federal Trade Commission is to be 
given further airing. The subjects in- 
volved in early tests consist of the strange 
mixture of coal and bread. They are to 
be taken up by the Court of Appeals in 
Washington when it convenes in October. 
The coal case actually is one of the old- 
est that ever has been before the Com- 
mission. Bread is relatively new. The 
coal case is almost identical to the well- 
known Claire Furnace Co. case in which 
22 coal, coke, iron and steel producers 
were involved and who fought their case 
through the Supreme Court of the United 
States to victory by preventing the Com- 
mission from going on a “fishing expedi- 
tion” into their private affairs, such as 
costs, etc. In view of this proceeding, 
it is believed the Commission will lose out 
in the coal case, known as the case of the 
Maynard Coal Co. The Commission, how- 
ever, evidently wants to give a thorough 
test to its power to make such inquiries 
and is pushing the coal case. The Com- 
mission also appealed fromy the order 
quashing subpoenas upon the Millers’ Na- 
tional Federation at Chicago when the 
Commission attempted to investigate the 
milling and baking industry of the United 
States. Both the coal and bread investi- 
gations were authorized by Congress, as 
was also the iron and steel case, now de- 
funct. Request has been made of the 


Appellate Court to dismiss the injunction | 
granted the coal operators on the grounds | 


of the decision given in the Claire Furnace 
case. 


Another interesting case which will come 
before the October term of the Court of 
Appeals is that of the People’s Pulpit 
Association against the Federal Radio 
Commission. The case is being watched 
with unusual interest because it is the 
first one to come which concerns the power 
of the Commission to regulate broadcast- 
ing. Station WBBR, Rossville, N. Y., ob- 
jected to the wave length allotted by the 
Commission and has filed a petition for 
an injunction. 


Responses to a letter of inquiry sent 
by Lewis E. Pierson, president of the 
Chamber of Commerce of the United 
States, to its members to obtain a cross- 
section of business opinion regarding the 
problems of greatest importance confront- 
ing business and the country at large show 
a wide diversity, but several questions are 
evidently looked upon as outstanding. In 
the order of their importance, as indicated 
by these responses, the first six are: flood 
control, taxation, agriculture, railroads, 
waterways and forestry. Others were the 
repeal of the Sherman Anti-Trust Act, gov- 
ernicnt in business, the Panama Canal and 
its effect on economic conditions, chain 
stores and tariff revision. Flood control 
stands at the head of the list, with tax 
revision second, and plans are in the mak- 
ing for the consideration of both of these 
by the forthcoming Congress. Agriculture 
is another subject for Congressional con- 
sideration. The question of railroad con- 
solidation will probably be on the Con- 
gressional program also. It is considered 
rather significant that forestry is given 
a conspicuous place, an indication of the 
growing conviction that the time is fast 
approaching when the country must con- 
sider measures to replace the forests which 
are rapidly dwindling and provide an ade- 
quate and permanent timber supply. 


The Federal Trade Commission is ex- 
pected either to considerably narrow its 
complaint against the Bethlehem Steel Co. 
or to dismiss it entirely. The complaint 
was the upshot of the absorbing by Beth- 
lehem of the Midvale Steel & Ordnance 
Co., the Lackawanna Steel Co., and the 
Cambria Steel Co., which was held to have 
set up unfair competition and also to have 
substantially lessened competition. Since 
the decision of the United States Supreme 
| Court in the Eastman Kodak Co. case, in 
which it was held that that company was 
not violating the anti-trust laws in taking 
over greater film production, the Commis- 
sion has been reconsidering the Bethlehem 
case. This case has been before the Com- 
mission for several years. The Commis- 
sion is not sure whether it has any case, 
in view of the Eastman decision, and ap- 
parently thinks if it has it is not of the 
broad scope the present complaint indicates. 
So the Commission has turned the entire 
subject back to its Board of Review for 
consideration and recommendation. Final 
action is not expected to be taken for sev- 
' eral weeks. 
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General Market News 





Hardware Trade Very 
Optimistic on Fall Business 


Outlook—Staples Very Active 


Optimism prevails among hardware jobbers and dealers when con- 


‘sidering the outlook for fall business. 


Early orders on fall merchandise 


have been light, but in view of the fact that carryover stocks on last 
year’s fall goods were generally very small, the jobbing trade believes 


a substantial volume will be placed during the season. 
are encouraging and employment conditions are satisfactory, which adds | 


Crop reports 


weight to the optimism of the hardware trade. 
Staple shelf hardware lines are very active in practically all impor- 
tant trading centers, in fact, unusually active for this particular season 


which is often termed the “in between period.” 


Collections show grad- 


ual improvement and few important price changes are noted. 





Better Feeling in Business; 
Crop Outlook Is Improving 


There are no definite developments to | 
record in the general business situ- | 
ation for the last fortnight, but there 
is a better feeling and more compla- 
cence in viewing the summer dullness, 
which is being regarded as largely sea- | 
sonal. This is accompanied by confi- 
dence in due expansion in the autumn, 
says the Bache Review. The better 
weather has had good effect on sales 
and the crop outlook is improving. The 
Government crop forecast last week 
estimated both Winter and Spring 
wheat yield in excess of private re- 
turns. Trade estimates of Spring 
Wheat acreage, both in this country 
and Canada, indicated liberal reduc- 
tion in areas planted, but the Govern- 
ment report did not confirm this. 





Dun Reports 1,756 Failures 
for Month of July 


Following the seasonal tendency, the 
number of commercial failures in the 
United States declined in July, a total 
of 1,756 being reported to R. G. Dun 
& Co. This marks the fourth conse- 
cutive monthly reduction, and the de- 
crease from the 2,465 defaults of last 
January—the high point for this year— 
approximates 29 per cent. 

Comparing with the 1,833 insolven- 
cies of June, the present number is 
smaller by about 4 1-3 per cent, but 
it is 9 1-3 per cent above the 1,605 
failures of July, 1926. In considering 
the increase over the total for that 
period, however, some allowance should 
be made for the larger number of 
firms and individuals now engaged in 





business, which naturally enhances 
the possibilities of financial embarrass- 
ment. 





Prosperity Should Continue, 


Commerce Yearbook Shows 


The Yearbook of the Department of 
Commerce for 1926, distributed Aug. 9, 
shows that American prosperity is well 
founded and should be continuous. 

“Production and distribution. in the 
United States both established new high 
records in 1926,” it asserts. “Business 
has been expanding ever since the mid- 
dle of 1922 and the great activity dur- 
ing the past year was distributed 
throughout all lines of production. 
Manufacturing rose to a new high level, 
mineral production showed an _ even 
greater expansion and railroad traffic 
was larger than in any previous year. 

“Crop production also increased, but 
farm prices were lower than in 1925. 
Domestic trade continued to show 
steady growth, and exports, after allow- 
ing for differences in prices, were larger 
than in any earlier year. The basic rea- 
son for this general expansion of busi- 
ness has been the increasing efficiency 
of both industry and trade.” 

It was pointed out the quantitative 
volume of manufacturing production in 
1926 was 2 per cent larger than in 1925 
and showed an increase of 58 per cent 
as compared with 1921. Mineral pro- 
duction was 7 per cent larger than in 
1925 and exceeded the peak of 1923 by 
more than 4 per cent. 

The report added that the building 
construction, which has been a very im- 
portant factor in the recent business 
prosperity, continued in record volume, 
and contract awards were 5 per cent 
greater in value than in 1925. 


“One of the most important facts in 
regard to American industry is its ever- 
increasing efficiency,” the Yearbook 
| adds. “During the first quarter of the 
| present century the number of wage- 
earners in our factories increased about 
88 per cent, while their quantitative 
output increased by 178 per cent. As 
a result production per wage earner in 
1925 was 48 per cent greater than in 
1899. 

“Even in the short period from 1919 
to 1925 the output per wage earner in 
our factories increased about 40 per 
cent as a consequence of the greater 
| efficiency of the wage earners them- 
selves, improved management, more 
| scientific methods and waste elimina- 
| tion and greater use of machinery and 
| other forms of capital as an aid to 
| human effort. The advance in educa- 
tional standards and in scientific re- 
search are the fundamental causes of 
this progress in industry.” 





Hardware Exports Gain 
$350,000 First Six Months 
of Year 


Exports of hardware and allied prod- 
ucts from the United States for the first 
six months of 1927 were valued at $33,- 
217,672, an increase of $354,957, as com- 
pared with the same period in 1926, 
when shipments amounted to $32,862,- 
715, according to the iron and steel di- 
vision of the Department of Commerce. 

Of particular note were the ship- 
ments of cutlery, which surpassed in 
value the exports for the same period 
in 1925 and 1926. Such classifications 
as cooking and heating appliances, 
abrasives and plumbing fixtures ex- 
perienced slight gains in the period 
under review, while declines were 
noted in the exports of builders’ hard- 
ware, tools, lamps’ and_ illuminating 
devices and household utensils. 


Trade Turns Optimistic Week 
Ending June 30 


The weekly report of Bradstreet’s 
for the week ended July 30 finds trade 
and industry in a more cheerful mood. 
The crop outlook is slightly improved, 
while a better movement of cotton 
goods is reported. Wholesale buying 
in a number of lines was also reflected 
in a moderate improvement in dealers’ 
orders. Shoes, hardware and canned 
goods were in fair to good demand, 
and wholesalers and jobbers were more 
optimistic on the outlook for the re- 
mainder of the year. 
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Chicago Market Conditions Growing 
Brighter—Prices Are Unchanging 





Still higher prices may be looked for. 


Cotton Twine—Prices have advanced one cent per pound. 





Additional Price Changes Reported by Chicago Jobbers 


Leather Belting—There has been a market advance of 10 per cent due to higher leather costs. 








(Chicago Office of HARDWARE AGE) 


CHICAGO, Aug. 16.—Optimism regarding the fall outlook is gain- 
ing momentum. Crop conditions continue to be very favorable and 
bumper crops throughout the major portion of the Central West 
are fairly well assured on everything except corn. As a result of 
these brighter prospects, most dealers are doing a good business as 
is evidenced by the frequency of their reorders. These orders are 
for the most part small but very numerous and result in a very 
satisfactory total. 

In spite of this betterment of the general situation, however, 
dealers have not yet started to order fall merchandise in any sizable 
quantities. It is anticipated though that this future buying will 
commence shortly, although heavy futures are not looked for and 
are, generally speaking, a thing of the past. 

Prices are being well maintained and there are predictions of some 
slight advances, but the actual quotations of the local jobbers are 
without change again this week. The one exception to this stability 
of prices is a small fluctuation in paint items, linseed oil dropping 
2 cents and turpentine advancing 3. 

The situation in the steel industry in the Chicago district is still 
rather spotted with bars and sheets moving fairly well but with 
plates and structural material dragging. Mill operations have slid 
down to about 68 per cent of capacity. 





AUTOMOBILE ACCESSORIES.—The | BASEBALL GOODS.—Sales are be- 
demand is good with specialty items | ginning to let down somewhat but 
leading in sales. | there is still a good volume of replace- 

- We a... from jobbers’ stocks, | ment orders. 

o Ca We quote from jobbers’ stocks, 
5oSPark, Plug.—Splitdorf, for =. f.o.b. Chicago: Goldsmith Official 
pion X, 45c. each; hee Blue po mn iy ——, eg A pee 
Box line, 53c. anes C. 53c. each; Sl b coy $16.20 doz ? : 
lots of 100, 50c.; A. & Special Ford, a ey a 

c. eac 

Spot Light.— Appleton, No. 3280, BEVERAGE AND PRESERVING 
$6.50 each. a sla as SUPPLIES.—There is active seasonal 

ains.—Non-s , dozen pair lots, 

35 per cent discount. demand. 

Jacks.—National Standard, No. 21, We quote from jobbers’ stocks, 
$1.30 each. f.o.b. Chicago: 

PO ay Rose, 1% in. cylinder, Bottles ge oe maggie $8 per 
ont nd gross; caps, c, to c. per gross; 
Tires and Tubes.—30 x 3% over- : 

size cord tires, $8.75 each; regular $1000 per _— yar Sen; aappees, 

cord, $6.60 each; gray inner tubes, : 2 

30 x 3%, $1.24 each; red inner tubes, Strainer Sets.—Strainer stand, $4 

30 x 314, $1.45 each. per doz.; strainer bag, $2 per doz.; 

- filter bag, $8 per doz. 
AXES.—Early fall shipments are tak- _Scales.—Universal No. 1021, $1.25; 
ing a fair start, with prices the same RAS Seb $1.55; No. 19221, $2.50; No. 
as last season. Jar Rubbers.—Good Luck, double 

We quote from jobbers’ stocks, lip, red, 80c. per gross. 

f.o.b. Chicago: Single bit base weight Fruit Presses.—Enterprise, No. 6, 
axes, unhandled, at $14 per dozen; $6.25 each; Juicy Fruit, 3 qt., $3.50 
handled at 119.25 per dozen; double each; 6 qt., $4.30 each; 12 qt., $6 each. 
bit base weight axes, unhandled, at Canning F Racks. —No, 1, single jar, 
$19 per dozen; handled at $24.50 per 70c. per doz.; No. 2, 8 jar, ; 60 per 
dozen. doz.; jar wrenches, 75c. per doz. 


| BOLTS AND NUTS.—The demand is 
only fair and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent, discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS HARDWARE.—Prices are 
very firm as the demand continues to 





| hold up well. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.92 
per doz. pair, case lots—less quan- 
tities, 12c. per doz. pair higher; 4 x 
4 steel butts, old copper and dull 


brass finish, $2.64 per doz. pair, case 


lots—less quantities, 12c. per doz. 
pair higher; heavy steel bevel inside 
sets, $5.75 per doz. sets, case lots; 
steel bit-keyed front door sets, $1.45 
per set; wrought brass bit-keyed 
front door sets, $2.49 per set; cylin- 
der front door sets, $6.00 per set. 


| 
| CAMP STOVES AND CAMP FUR- 
| 
| 


NITURE.—The touring season is now 


| at its height and dealers are sending 


in frequent re-orders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Coleman No. 2 Camp 
stoves, $8.50 each; Coelman No. 1 
Camp stoves, $6.25 each; American 
Kamp Kook No. 3 stoves, $4.20 each; 
American Kamp Kook, No. 7 stoves, 
$6.00 each; Gold Medal cots, $32.50 
soe: Gold Medal badger cots, $26.25 
oz. 


CHAIN.—Sales are normal for this 
season of the year. 


We quote Lee jobbers’ stocks, 
f.o.b. Chicag %-in. proof cow 
chains, $8. 50” oer 100-Ib. aso Bull 
Dog and Brown coil chains, 50-10 
per cent discount, No. 00-4% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 

Prices are unchanged in spite of the 

copper market being slightly higher. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


ELECTRICAL MERCHANDISE. — 
There are strong rumors of an impend- 
ing advance on rubber covered wire 
and cords. Local jobbers’ prices are 
unchanged as yet. 

We ll from jobbers’ stocks, 

f.o.b. Chicag 
Electrical” ° Merchandise — No. 


14 
rubber covered wire e .25 per 1000 
ft.; in 1000. ft. lots, of 7 No. 18 damp 


cords, $12.50 per 1 00 ft. 
lots, $12; %-in., gy key 





sockets, 154%c. each; two-way plugs, 
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45c. each, in lots of 10, 40c. each; 
- two-piece attachment plugs, 7c. 
each; dry cells, boxes of 50, 32%c. 
each; less than case lots, 36c. "each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; lots of six, $3.89; Sun- 
beam, $5.00; lots of six, $4. 72. Table 
stove; ‘Armstron; $8. 00. Percolator, 
Universal 9169 16.65. 

Pe 2 Supplies .—Radio B batteries, 

40 each; No. 776, pack- 

nil my "0 $1.30; No. 767, $2.62 oy 
No. 767, packages of 5, . “ each; 
No. 770, $3.40 5 No. 0, pack- 
ages of 5, $3.17; No. 772, $2. 62 Sahat 
packages of 5, $2.44; No. ct 38 
each; No. 486, packages of 5, $3 

Batter Charge rs.—Apco binge jots 
of less than 10, $13.50 each. 


FILES.—There is a normal sale. Files 
seem to sell better than the regular 


tool line. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
50 per cent off list. 


FISHING TACKLE.—The demand con- 
tinues large during the vacation sea- 


son. 


We 
f.o.b. 
$2.25 
reel, 
$4.90 
$8.00 


doz.; 
$1.40 


uote from jobbers’ stocks, 

hicago: Bronson No. 100, 
each; Chicago; level winding 
$2.00 each; Symploreel No. 752 
each, South Bend Bass-Orenos, 
doz.; Heddon’s Zig-Wag, $10.00 
high grade silk casting line, 
per 100 yds. 


GALVANIZED WARE.—There is an 


active demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
gy —_ No. 1, $6.00; No. 2, 
$6.85; No. 3, $8.00; 10 qt., galvanized 
after-made pails, $2.12; 12 at., a 
14 qt., $2.60. One gal. all galvanized, 
oil cans, $2.75 doz.; 2 gal., doz.; 
gal., $6.00 doz.; 5 "gal. $7.00 doz.; 1 
bu. galvanized baskets, $6.20 doz.; 
No. 26% bailed galvanized meas- 
ures, 


GLASS AND PUTTY.—Sales are sea- 
sonally quiet and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
brackets, 88 per cent discount; single 
strength B, all brackets, 89 per cent 
discount; double strength A, all 
brackets, 88 per cent discount; double 
strength B, all brackets, 89 per cent 
discount; putty, pure grade, $4.25 per 
100 Ib.; commercial, $3.50 per 100 Ib. 


GOLF GOODS.—The 


behind on their orders. 


We quote from _ jobbers’ stocks, 
f.o.b. Chicago: High-grade wood 
clubs, $2.50 each; irons, $2.10 each; 
medium grade, $1.35 each; Crawford- 
McGregor steel shaft wood clubs, 
$4.50 each; Crawford-McGregor steel 
shaft iron clubs, $3.50 each; Grand 
Slam wood clubs, $4.75 each; Grand 
Slam iron clubs, $3.35 each: 5 ee 
Royal Golf Balls, $6.50 doz.; St. 
Mungo Colonel Golf Balls, $6.50 doz. 


HANDLED HAMMERS AND 
is about 
seasonable but with strong prices and 


HATCHETS.—The demand 


no early changes expected. 
HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, ‘aoe 0z.; Maydole, 
$12.60 doz.; 16 machinists’ 
hammers, first quailty, $9.20 doz.; 
competitive ade, 16 oz., nail ham- 
mers, $6 to $8. 

HATCHETS— 

We qoute from jobbers’ _ stocks, 
f.o.b. Chicago: First sitio “a eg 
No. 2. shingling, doz.; first 
yg A hatchets, ne 2 broad, $16.40 


| —_— hatchets, No. 2 
shingling, $8 medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, TOOL.—Orders are small 
but numerous and prices are very firm. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: 


heavy demand 
continues and factories are very much 


Axe Handiles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 

HINGES.—In spite of the manufac- 
turers’ recent advance on butts and 
hinges, jobbers’ prices are, as yet, un- 
—— 


guste from jobbers’ stocks, 

AP ty Chicago: sg 4 = hinges 
in bundles, fe _ 5-in., $1.16; 
6-in., # 08: 10-in., $3.45 
per doz. i oo, heavy ‘% hinges, 
in bundles. 4-in., $1.21; 5-in., $1.49; 
6-in., $1.53; 8-in., 2.49; 10-in., $3.71 
per doz. 

HUNTING CLOTHING.—Prices are 

unchanged as yet but are apt to ad- 


vance. The fall demand is starting. 


ICE CREAM FREEZERS.—Freezer 
sales are keeping up. A popular de- 
mand for ice cream is making freezers 
an all the year around seller. 
We quote from —— 


se 


stocks, 


All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.05 list; 2 qt., 

; 3 qt., $4.10 list; 4 qt., $5 
t., $6.30 list; 8 qt., $8.20 list; 
10 qt., $10.75 list; 12 qt., $14 list; 15 
qt., $17 list; 20 qt., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
per doz.; 2 qt., enamel, $10 per doz.; 
4 qt., enamel, $18 per doz. Above 
prices are net. 


NAILS.—Jobbers’ sales are good with 


en 


drops two cents while turpentine ad- 
vances three. 
We 


quote from jobbers’ stocks, 


f.o.b. Chicago: fir 

Linseed Oil.—Raw, barrel lots, 89c. 
per gal.; 5 barrel lots, 86c. per gal. 

Linseed Oil.—Boiled, barrel lots, 

—_ per gal.; 5 barrel lots, 89c. per 
gal. 

Denatured Alcohol.—Sarrel lots, WwW 
53l6c. per gal.; steel drums, extra $6, 
returnable. 

— —Drum lots, 70c. per 
ga 

White Lead. — 100 Ib. lots, $13.75; de 
50-lb. lots, $7.00; 25-lb. lots, $3.50; 
12%4-lb. lots, $1.80. 


Shellac.—(4%4-lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 
English Venetian — —In barrels, 
$3.50 to $6.75 per 100 1 
Tlec. 


ati Paste.—Barrel ._— per 


PREPARED ROOFING.—Sales are 
not heavy during August but prices 
are well maintained. | an 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.50 per | 
square; best grade talc surfaced, $2.65 
per square; medium talc surfaced, 
$2 per square; light talc surfaced, 
$1.20 per square; red rosin sheath- 
ing, $57 per ton. 


PYREX WARE.—Pyrex-ware has be- 
come as staple as enameled ware or 
aluminum. Dealers should feature it 
in early fall houseware sales. 








We quote from jobbers’ stocks, 
fom, Chicago: 
read — 212, $7.20 doz.; 
No. th $12 doz. 


SASH 
talking an advance but it may not come 
until more is known of this year’s cot- 
ton crop. 


STEEL SHEETS.—There 
steady demand and local prices are 


New Handled Capeeeeee —Round, 
3 No. $14 doz.; 
» $12 doz.; 4% 3 633, $14 
doz. ; ', new, oes, No. 642, $12 doz.; : 
No. $14 d 

Pie Masten, an: 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

ere oo —No. 231, $8 doz.; No. 
232, $14 d 

Iced Tea Sets.—$6 per set. 


ROPE.—Manila fibre is strong and ad- 
vancing. The demand is light at this 


ason of the year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, standard 


brand, 23c. to 25%c. per Ib.; No. 2 
manila, 22c. per lb.; No. 1. sisal, 
144%c. to 16c. per lb.; No. 2 sisal, 


13%c. to 15c. per Ib. 


CORD.—Manufacturers: are 


jobbers’ stocks, 
7, standard 
hanks; No. 


We quote from 
f.o.b. Chicago: No. 
brands, $7.65 per a 
8, $8.75 per doz. hank 


SASH PULLEYS._Orders are being 


f.o.b. Chicago: White Mountain, 1 Pa * . s 

at., $4.80 list; 2 qt., $5.60 list; 3 at., received in fair volume and prices are 
$6.75 list; 4 qt. $8. 25 list; 6 aqt., 

$10.45 list; 8 qt., $13.40 list: 10 qt., unchanged. 

$17.90 list; 12 qt., $21.50 list; 15 qt., We quote from jobbers’ stocks, 
$25.60 list; 20 qt., $33.20 list; 25 qt., f.o.b. Chicago: Common sash pulleys, 
$42.60 list; Arctic, 1 qt., $4 list; 2 qat., 50c. doz.; barrels, 54c. doz. Common- 
$4.60 list; 3 qt., $5.45 list; 4 at. 6. 86 sense, 2-in., 60c. doz.; barrels, 54c. 
list; 6 qt., $8.60 list; 8 qt., $11 10 list. doz.; No. 110, 46c. doz.; barrels, 42c. 


doz. 


SCREWS.—Sales are picking up con- 
siderably, apparently due to the pres- 


t very low prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 75-20-35 per cent; round 
head, blue, 72%-20-35 per cent; flat 
head, brass, 7244-20-35 per cent; 


round head brass, 70-20-35 per cent. 


SOLDER AND BABBITT.—Sales are 


a good fall demand in prospect. No ‘ : : ‘ 
ws price changes tities quiet with prices still somewhat un- 
: settled. 
tints, Clima Uemaion wine sak oe. We quote from jobbers’ stocks, 
ment coated nails, current orders, f. o.b. FS ggcre get Warranted 50-30 
$2.95 per keg base. solder, $41 per 100 lb.; medium, 45-55 
solder, $40 per 100 lb.; tinners, 40-60 
PAINTS AND OILS.—Linseed oil solder $39 per 100 lb.; high speed bab- 


bitt metal, $20 per 100 lb.; standard 
No. 4 babbitt metal, $13 per 100 Ib. 


is a good 


m. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 


sheets, $5.30 per 100 lb.; 28-gage black 


sheets, $4.20 per 100 Ib 


IRE PRODUCTS.—Present prices 


continue quite firm, with the outlook 
favorable for a better than usual. fall 


mand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $2.95 per 100 lb.; No. 9 galvan- 
ized plain wire, $3.40 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.65 per cwt.; 80 rod 
spool of galvanized hog wire, $3.18 

per spool. Polished fence staples, 
33. 40 per 100 Ib. 


WRENCHES.—There is a normal sale 


d no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Stillson 
wrenches, 70 per cent discount; 
Trimo, 65-70 per cent discount. 

— -on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101 Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8. 80; No 
404 Flexible Socket Set, $7.50: No. 
608 Crankcase Drain Plug Socket, 


$3.20; No. 90 Square Socket, Set 
$3.70; No. 1817 Giant ‘‘Snap-on’’ with 
extra heavy duty rachet, $27.35. All 


Snap-on Wrenches less 33 1/3 per 


cent discount. 
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New England Trade Looking Forward 
to a Busy Four Month Period 


Boston, Aug. 16.—Both retail and jobbing hardware dealers in 
New England are looking forward to a busy four-month period. | 
Most of the people associated with the business will have had their 
vacations by the end of this month, and the bulk of people at the 
seashore, mountains and country will be back in their city homes 
shortly after Labor Day. The trade feels there will be a liberal 
call for hardware beginning in September and extending up through 
A lot of work calling for hardware and 


the December holidays. 


(Boston Office of HARDWARE AGE) 


merchandise carried by hardware stores was put off this summer 


owing to weather conditions, and it is believed it will be consummated | 


in the last quarter of 1927. Then, too, there will be the natural | 


fall building movement, farm and house repair work and painting.. 


Notwithstanding the generally poor weather this summer, com- | 
mon opinion is that the average retail dealer will carry over little | 


spring and summer merchandise. 
year’s carryover of fall and winter goods was small. 


It is also generally said last 
Current col- 


lections by city retail hardware dealers are slow, and that fact is 


reflected to some extent in hardware jobbing credits. 


The retail | 


trade in general, however, is in good financial condition and the 
fall hardware season should have a good, sound, healthy beginning. 
Competition for business is still very keen, but students of trade 


say this makes for a healthy market condition. 


BIG BOY TOYS.—Sales of all kinds of | this fall. 


toys for tots of all ages are quite good. 


| 


Big Boy toys are, perhaps, leaders in | 


activity. Quite a number of retail 
dealers are handling these toys for the 
first time, and are gratified with re- 
sults. 


We quote from Boston jobbers’ 
stocks: 
Big Boy Toys.—White dump truck, 


$4.50 each net; steam shovel, $1.83; 
steam digger, $2.63; chemical truck, 
$5; tank truck, $4.50; portable steam 
excavator, $4; structo giant grab 
bucket, $18 a doz. net; structo sand 


loader, $12. 

FISHING TACKLE.—tThe fishing sea- 
son has been extended in Massachu- 
setfs, a fact that has sustained the de- 
mand for fishing tackle, according to 
retail dealers. 
covered their requirements some time 
back, but have been obliged to replen- 
ish stocks of certain things the past 
week. 

We quote from Boston jobbers’ 
stocks: 

Rods.—Steel bait, Vim, 55c. each 
net; Sunnybrook, $1; bait casting, No. 
854, $1.56; Sunnybrook fly, No. BF, 
$1.10; e's No. 86, 8%4-ft., $1.65, 
No. 96, 9% 65. 

Reels. bs og ‘30 "$3. 50 per doz. net; 
No. 75, $6; No. 150%, $10.50; No. 
125, $12; oy 250, $18.75; No. 350, $26; 
No. 500, 

Rig ed 1 5, 40c. per -. 
net; No. 550, 80c.; No. 1000, $1. ig 
2000, $1.75. Cod lines, —. Re wry 40 
per doz.; No. 40, $4; No. 50, $6. 

FOOD CHOPPERS.-A> is usual at 
this time of the year, the movement of 
food choppers out of jobbers’ stocks is 
gradually increasing. Indications are 


retail stocks are small and that a nor- 
mal number of choppers will be sold 


Most of the retail firms | 





| ular golf courses. Their golfing is con- 


Merchandise is attractively 
priced. 


We quote from Boston jobbers’ 
stocks: 

Food ag ge ae No. 1, 
$2.70 each list; No. 2, $3. 30; No. 3, 
$4.20. Discount 40 and 5 per cent. 
Universal, No. 00, $1.25 each net; No. 
1, $1.52; No. 2, $1.86; No. 3, $2.37; No. 
323, $2/20; No. 331, $3.38; No. 333, 
$3.72; No. 304, $5.91; No. 344, $9.45. 
Te rprise, No. 5, $2.26 each net; No. 
$3.82; No. 501, $1.39; No. 602, $1.74; 
No. 708, $2.26. 


GOLF SETS (TOY).—Judging by the 
call jobbers have for toy golf sets, | 
Young America has the golf bug just | 
as many grownups have.’ Children 
usually are not allowed to play on reg- 


fined to vacant lots, fields and front | 
iawns. Golf clubs for the use of chil- 
dren are particularly adapted to rough 
usage. 
We quote from Boston jobbers’ 
stocks: i | 
Golf Sets.—Toy, La Velle line, No. 
331, $1.67 each net; No. 86, for chil- | 
dren 5 to 8 years old, $8 a doz.; No. 
118, for children 9 to 14 years old, | 
$20 a dozen. 


GUNS AND AMMUNITION.— Drop 
shot has been advanced 10c. a case. 
The higher prices are based on in- | 
creased costs of pig lead. Numerous | 
retail dealers are placing orders for | 
guns that will be required later in the 
year. 
We quote from Boston jobbers’ 
stocks: 


Drop Shot.—Boy Scout, in tubes, 
$4.2 7 per case, net; B and larger, 


2 shot Guns.—Single barrel, Excell, 
12 and 16 gage, 28-in., with ejector, 
in lots of less than ten. $7 each net; 
in case lots of ten, $6.85. 





HAMMOCKS.—tThere is a surprisingly 
| good demand for couch hammocks for 
| this time of the year. The belated 
buying by the retail trade is ascribed 
to the lateness of the summer season. 
Up to recently we have had compara- 
tively little weather people could sit in 
the open. 


We quote from Boston jobbers’ 
stocks: 

Hammocks.—Couch styles, khaki 
colored drill, $8 each net; drill with 
adjustable back, $12.50; khaki duck, 
adjustable back, box mattress, $13.50; 
striped duck, head rest, adjustable 
back, box mattress, $18; striped 
duck, head rest, adjustable back, 
boxed mattress, broad arm rest, $20; 
glider types, striped duck, mattress, 
adjustable back and head rest, $30: 
striped drill, without head rest, sus- 
pe — from steel underslung stand, 


Contin. —No. K7, $6 each; khaki, 
No. K2, $4.35. 
Stands.—No. 638A, $3 each net. 


IRONS.—Because it is the vacation 
season, and many people are to be away 
from home, there is a better movement 
of travelers’ irons over retail counters. 
The retail trade generally is carrying 
small stocks, consequently are constant- 


| ly in the jobbing market for goods. 


We quote from Boston jobbers’ 
stocks: 

lrons.—Travelers’, Sunbeam, steel 
case, No. CS60, in lots of less than 
six, $4 — net; in lots of six or 
more, $3.7 Torrid, two pounds, No. 
151, $3. 50 Pata list; in lots of less 
than six, 30 per cent discount; in lots 
of six or more, 33 1/3 per cent dis- 
count. Universal, No. 9021, $2.65 each 
net. 


JAR RUBBERS.—Certain thrifty New 
England women are preserving and 
there naturally is a demand for jar 
rubbers. Local jobbers say sales this 
season to date have been about equal to 
those of a year ago. 


We quote from Boston jobbers’ 
stocks: 

Rubbers.—Fruit jar, in broken case 
lots, 75c. per gross net; in full cases, 
70c. 


LANTERNS AND GLOBES.—Advance 
crders for lanterns and globes are be- 


| ginning to flow into local jobbing 


houses. Orders, in most instances, call 
for delivery next month, but some re- 


| tail dealers are getting goods in now. 


We quote from Boston jobbers’ 
stocks: 

Lanterns.—Oil, monarch, No. 0, $8 
per doz. net; with ruby globe, $9.75; 
Blizzard, No. 2, $13; D-Lite, $13; Lit- 
tle Wizard, $8.50. Mill lanterns, 
$24.75 in lots of three dozen; Beacon, 
$31.50; Driving, left hand, $17.50; 
roadster, wagon, left hand, $17.25. 
Gasoline, No. L327, $5.25 each net; 
No. L427, $6; poultry house lantern, 
$7.50. Hy-Lo, $7.50 per doz. net. 

Globes.—Blizzard, Fitzall, in less 
than five dozen and in five dozen 


lots: 

Less Five-Doz. 
Blizzard, locknob ....... $1.25 $1.10 
DEED 2a sid bs 5.0 5 oes caso 4% 1.30 1.15 
D-Lite, ruby ... -- 3.25 3.00 
Little Wizard .... ae 1.00 
Junior Blizzard ... - 1.20 1.05 





PARERS.—There is a well sustained 
demand for all kinds and makes of 
parers. One might suppose the so-called 
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country retail trade would do better 
than the city retail dealer in parer 
sales, but the latter are doing a very 
good business. 
We quote from Boston jobbers’ 
stocks: 
Parers.—Apple, Rocking Table, $12 
per doz. net; Little Star, $9. 
RAKES.—It will not be long before the 
leaves begin to fall and there will be 
a public call for wooden rakes. Realiz- 
ing this fact, certain retail hardware 
dealers are stocking up. Jobbers are 





of the opinion that retail stocks are | 


small. 

We quote from Boston jobbers’ 
stocks: 

Rakes.—Wooden lawn, three bow, 
Hub, $8.75 per doz. net; steel, $9. 
Rugg, steel, No. 37X, $10 per doz.; 
wooden hay, two bow, $6.90 steel, 
$7.15. 


WAFFLE IRONS.—Local jobbers have 
stocked up with a Torrid waffle iron 
never before handled by the trade, and 
are selling quite a few of them. 


We quote from Boston jobbers’ 
stocks: 

Waffle trons.—Torrid Jr., No. 301, 
6-in. grid, $5.95 each list. Discount 


on lots of less than six, 30 per cent; 
on lots of six or more, 33 1/3 per cent. 


| WIRE GOODS.—Following the receipt 
of new lists from manufacturers, job- 


bers have issued new prices on bright 
and brass wire goods. These goods for- 
ynerly were 80 and 10 per cent discount. 
Today they are 85 and 10 per cent dis- 
count. Galvanized wire goods remain 
unchanged at 75 per cent discount. 





Hardware Business Moderately Active 


Pittsburgh Reports—Few Price Changes 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Aug. 16.—The hardware trade at this time of the 
year usually is of a piecing out character in seasonal items, with 
some business provided in the shipments against early orders for 
goods to be needed during the fall and winter and the present state 


of the market provides no marked exception. 


Stoves and heaters 


are going out a little earlier and in larger volume than usual, be- 
cause there have been several days lately when temperatures have 


been low in the morning and after sunset. 


The necessity of light- 


ing the heaters during these parts of the day has been a reminder 
of the days ahead when the sun loses some of its power of warmth 
and distributers have shown a strong tendency toward being pre- 


pared for the demand. 


In money value workmen’s cotton gloves do 


rank with many other items handled by hardware jobbers, but at- 
tention is directed to them by the fact that shipments against early 


orders are exceptionally heavy. 


Cool weather, however, affects the 


retail sale of a good many summer lines and this is telling on the de- 


mands upon the jobbers and manufacturers. 


It begins to look as 


though this season’s requirements of garden and lawn tools and 
accessories had been satisfied, since it is not uncommon to see in 
retailers’ windows mowers and other articles in this classification 


at marked down prices. 


Less frequent cutting and watering of 


lawns is necessary than would be the case with normal weather 


conditions for this time of year. 


It is favorable weather for paint- 


ing, but a common belief that high temperatures are ahead makes 
most people delay for the time of permanently cool weather. 

Taken as a whole hardware business is only moderately active, 
but in that condition it is in line with general business in the Pitts- 


burgh district. 


BATTERIES.—No complaint is heard 
as to the movement of radio batteries 
and larger demands are expected as the 
time approaches of the Tunney-Demp- 
sey fight and the World’s Series base- 


ball games. Jobbers quote: 
Broken Unit 
Packages Packages 
; OO BAAR $1.05 $0.97 
Sy EE Vp veekeckaweas 3.85 3.33 
EET eee 1.22 1.14 
SS errr 1.22 1.14 
ere 1.40 1.30 
DA SE Wivha Gseceh whee 2.62 2.44 
Se E Aickawae axn'ed 2.62 2.44 
SE ntgkia asks 0k’ om 3.40 3.17 
OUR: SRS tere 42 .39 
ONS TREE: . enous kena .40 36% 
No. 6 dry cells, ignition type unit 
packages, 32%c. each. 
Flashlights.—No. 935, 9%c. each; 
No. 950, 9%4c.; No. 790, 18%c.; No. 





705, 28c.; No. 750, 18%c:; No. 751, 25c. 
Hot Shot.—No. 1461, $1.67; No. 
1661, $2.37. 
BOLTS, NUTS AND RIVETS.—The 
situation in these products still is fea- 
tured by the firmness of prices than by 
an active demand. There is practically 
no deviation from the April 1, price 
schedule by manufacturers and _ job- 
bers guided by replacement costs have 
no way out but to also hold to their 


prices. Jobbers quote: 
Bolts.—All style except stove and 
tire bolts, per 100 pieces, 62% per 
cent off list; stove bolts, 75 and 10 


per cent off list; tire bolts, 50 and 10 
per cent off list. 

‘ Nuts.—All style, 62% per cent off 
st. 


Rivets.—Large, $3.50 base, per 100 








pieces; small wagon and _ tinners’ 


rivets, 60 per cent off list. 

BUILDERS’ HARDWARE.—New re- 
sale prices based on the recently an- 
nounced advance of manufacturers 
have appeared. Some irregularity still 
exists in resale prices, but manufactur- 
ers are insisting on the new prices, 
which they claim are necessary if they 
are to have a fair profit. Jobbers now 
quote: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
$3 in. x 3% in., $19; 4 in. x 4 in., 


Hinges.—Heavy strap, 6 in., $1.60 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T. 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light T, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.— Hinge, without -screws, 
single dozen lots, 3 in., 65c. per doz.; 
4% in. 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
1.60. 


Gases Sets.—Swinging hinges, 10 
in., $3.10 per set. 
COW SPRAYS AND SPRAYERS.— 
There is still a fair call, but cool 
weather has reduced needs. Jobhbers 
quote: ., 

Sprays.—Ez Bos, % gallon, $8.40 


per doz.; 1 gallon, $13.50. 
Sprayers.—Cyclone, $4.50 per doz.; 
Glass tank, $5.50; Baby Midget, $2.50. 


EGG CARRIERS.—Jobbers here still 
note a good demand for aluminum egg 
carriers, which they quote: 


Egg Carriers.—1% doz., 85c. each; 
2 doz.; $1; 3 doz., $1.20; 4 doz., $1.35; 
6 doz., $1.85. 


ELECTRIC FANS.—Demands for this 
year are largely satisfied and the dull- 
ness is intensified by the fact that the 
weather is cool enough to render fans 
unnecessary. Jobbers quote: 





Polar Cub, black, 6 in., each in lots 


of 12, $2.85; 8 in., $3.20; in lots of 12, 
$3; 10 in. stationary, $4.60; in lots of 
6, $3.45; oscillating, $7; in lots of 6, 
$6.64. 


HAYING TOOLS.—There is some de- 
mand, but it not notable for size 


1s 


| since most requirements for the year 


have been supplied. Early indications 


suggest the maintenance of present 
prices for 1928. Jobbers quote: 
Forks.—Three-tine, $7.45 to $15.60 


per doz.; 4-tine, $13.32 to $14; bale 











70 HARDWARE AGE for AuGusT 18, 


1927 





forks, double harpoon, i? 313, $1.60 

each; single, No. 319 , $3 

: Rakes. -—No. 2, $3.2 5 noe doz.; No. 
Carriers.—No. 5, $7 each; No. 20, 

$7; steel track for No. 5 carrier, 18c. 

per ft. 


HOSE AND SPRINKLERS.—tThere is 
now very little call for these lines, 
which jobbers quote: 


Sprinklers.—Ring, $6 per doz.; Rain 
King, $2.35 each; Pluvius, $1.15; two 
purpose, $1.30. 

Sprinkling Cans.—4 qt., 
6 qt., $6.60; 8 qt., $7.70; 10 qt., $8.10; 
12 qt., $10; 16 qt., $12.60. 

Hose.—In 250-ft. reels, % in.., 9%c. 
per ft.; % in., 10c.; % in., 11%c.; in 
50-ft. lengths, Wc. or ft. higher; 
Germ Spray nozzles, $6 a doz. 

_? 


$6 per doz.; 


Hose Reels. — Victor each; 


No. 2, $2.60; Reeleasy, $1.3 
INSECTICIDES AND SPRAYERS.— 
Cool weather has reduced materially 
the needs and the sales. Jobbers quote: 


Insecticides. — Arsenate of lead, 
powdered, 1-lb. packages, 26c. per 
lb.; 100-lb. packages, 19c. per Ib. Bor- 
deaux mixture, 1-lb. packages, 25c 
per lb.; 100-lb. packages, 13c. per Ib. 

Sprayers. —1 gqt., $3 to $7.50 per 
doz.; larger capacities, $3 to $5 each. 


LANTERNS.— This line is still doing 


well here. Jobbers quote: 
Monarch lanterns with white 
globes, $8.00 per doz.; with ruby 


globes, $10 per doz.; Little Giant lan- 
terns with white globes, $11 per ae: 
‘ole- 


with ruby globes, $13 per doz.; 
i each; 


man, gasoline, No. 327, $5.25 
No. 427, $6 


PAINTING SUPPLIES.—Slightly 
higher prices are noted for oil and tur- 
pentine. Business still is slow, but that 
is regarded as a purely seasonal condi- 
tion. 


Prices to retailers: Ready mixed 
— best grades, $2.85 per gallon; 
ower grades, $2.25; white lead, 13%c. 
per Ib. in 100-lb. lots; 10 per cent less 
in lots of 500 lb. or more and extra 
4 per cent less in lots of a ton or 
more; turnpentine, 75c. per gal.. in 
barrel lots; raw linseed oil, 12.3c. per 
lb. in barrel lots. 


PRESERVING AND BEVERAGE 
SUPPLIES.—A fair degree of activity 
is reported. It is timely to point out 
that commercial canning of fruits and 
vegetables is not as heavy this year as 
last year or the year before, and the 
chances are that canned goods gener- 
ally will be higher this winter than last. 
A good many pea and corn canneries 
have not operated this year and in 
some other directions where there was 
a surplus from the 1926 pack, curtailed 
packing has been decided upon as a 





means of correcting the supply situa- 
tion. Canning crop yields are lighter 
generally than last year and are late on 
account of weather conditions. Job- 
bers quote: 


Bottles and Caps. — Quarts, $9.50 
per gross; caps, 20c. to 22c. per 
gross; stoppers, $2.25 per dozen; 
cappers, $10.50 per dozen. 

Strainer Sets.—Eveready in dozen 
lots, strainer stand, $4 per dozen; 
strainer bag, $2 per dozen; filter bag, 
$4 per doz. 

Scales.—Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, 50. 

Mason Jars.—Pints, $8.80 7g gross; 
=, $10.10; 2 quarts, $13.1 

Jar Rubbers.—Double lip ca, 80c. 
per gross. 

agony A “—g0- ee 1, single jar, 
70c. per doz 2, 8 jar, $3.60 per 
doz.; jar AM. 75e. per doz. 

Fruit Presses.—Enterprise, No. 6, 
$6.25 each; Juicy, 3 qt., $3.50 each; 
6 qt., $4.30; 12 qt.. $6; Brighton, 2 at., 
$3 each; 4 at., $4. 50; 10 qat., $7. 

Cider’ Presses. — Eagle, single tub, 
$12.10 each; Eagle ian $24; Cant- 
clog, single tub, $14 

Meat Choppers. a, No. 
12, $5.25 each; No. 22, $9; No. 32, $11. 

Kraut and Slaw Cutters. — Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 


Oak Kegs.— 
Red White White Oak 
Oak Oak Charred 
eee $1.35 $1.45 $2. 40 
tO-gal. .....2 LO 1.95 2.85 
| 2.00 2.15 3. 20 
_ i | Ree 2.25 2.45 3.75 
25-gal. ...... 2.65 2.85 4.35 
aa 2.85 3.00 4.50 
| ere 3.75 4.20 6.50 


SCREEN WIRE GOODS.—A less ac- 
tive demand is commonly reported by 
jobbers here. 


We quote from Pittsburgh jobbers’ 
stocks: 

Wire Cloth.—Black, 12-mesh, $1.75 
per 100 sq. ft.; galvanized, 12-mesh, 
$2.10; bronze, 13-mesh, $5.50. 

Doors.—Walnut stain, 2 ft. 8 in. x 
6 ft. 8 in, % in. x 3 in., $17.40 per 
doz.; natural finish, % in. x 4 in., 
$23.50, with galvanized cloth $22, sub- 
ject to advances for larger sizes; 
steel bronze, plated wire grills, $18 
per doz. 

Windows. — —y ~ extension 
No. 1233, $3.20 per doz.: No. 1533, 
$3.70; No. 1833, $4; No. 2433, $4.75. 

SHEET METAL.—The market is 
rather dull, but prices are firm and 
even higher on sheet copper. 

We quote sheet copper at 21%c. per 
Ib. from jobbers’ stocks in lots of 
300 Ib. or more and 24%c. per Ib. in 
single sheets; sheet zinc, llc. per Ib. 
in loose sheets, 10c. in 100-lb. casks; 
9.80c. in 300-Ib. casks, and 9.80c. in 
600-lb. casks. 

SHEET STEEL.—Current demands are 


small and strictly for actual require- 





ments, but mill prices are holding firm 
and resale prices also are where they 
have been for several weeks. 


Prices out of Pittsburgh jobbers’ 
stocks; Galvanized flat, No. 24 gage, 
$4.85 base per 100 lb.; corrugated No. 
28 gage, 2% in., $4.55 per square; one 
pass cold rolled black, No. 24 gage, 
$4.00 base per 100 lb. Armco Ingot 
iron galvanized flat. No. 24 gage, 
$5.65; Toncan metal galvanized fiat, 
No. 24 gage, $5.65; all for lots of one 
to nine bundles. 


SOLDER.—Strength in the base metals 
is reflected in solder, i 
priced at 40%c. per lb. for half and 
half. 

VACUUM BOTTLES, JUGS, 
There is still some call for these items, 
but it is not as good as it was a few 
weeks ago. 


which now 


Jobbers quote: 


Vacuum Jugs, Jars and Bottles.— 
Little Brown jugs, $2.25 each; Alad- 
din jugs, $2.75 each; Universal jar 
No. 600, $4.40 each; bottles, pints, 
90c. each; quarts, $1.60 each; all steel, 
pints, $4.75 each; quarts, $5.40 each; 
2 quarts, $6.75. 


WIRE PRODUCTS.—There is little ac- 
tivity in the items under this heading, 
but it is not surprising, since at this 
time of the year demand’ usually is 
light. 


We quote from Pittsburgh jobbers’ 
stocks: 


Fence Wire 

(per 100 Lb.) a —— 
Nos. 6 to 9 gage...... $3.0 $3.4 
Te aaa 308 330 
ge eee et 3.10 3.55 
IEMs: onto ed 04.0 oe ar 3.15 3.65 
oS Sa re ys 3.25 3.80 
PO; iwadwiace sano 3.35 4.00 
SO vraieavan snGgo ce vas 3.55 4.25 
DO BB 1 a5 5 Kos chdn eases 3.75 4.45 

Barbed wire (per 80-rod spool): 

2-point cattle $2.90 
2-point hog ... 
4-point hog 





4-point cattle . 


2-point cattle (special) ......... 3.2 
Field Woven Wire Fence (per 50 
rods) 
a) eee eee re ne $39.00 
eS . rere terrae 54.75 
ee Rr er tare 27.10 
BD atop Sis ic chen Rapeneat Sh ous 36.15 
OS Tee ere re) ee ee eS 35.0 
Sh ee ee ee ee ee re 48.25 
Poultry 





Steel Fence Posts: 


Galvanized Painted 

tubular formed 

OS a Peery S00. CRON kkssasics 

i Sree 55c. each 38c. each 

See. 65c. each 40c. each 

ie eer Tee 45c. each 

Bright nails, base, per keg, $2.85 
to $2.90. 





Northwest Buying for Fall Trade 


ETC.— 











Expected to Be Heaviest in Years 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Aug. 16.—With the harvest well under way, re- 
vised estimates of the crop yield this year are less favorable than 
the first estimates. But with it all, the crop returns from over the 


Northwest tributary to the Twin Cities will be far greater in totals 
than for several years. 

Prices are steady, showing no changes for the past week. Twin 
Cities Market Week was well attended by the dealers in all lines 
from over the territory, and much buying done in preparation for 
the fall trade, which is expected to be larger than for several years. 





AUTOMOBILE TIRES.—Demand is 
very good, with stocks apparently well 
filled. Prices are unchanged. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty cord, $6.60; heavy duty 
oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; heavy duty oversize, $14. 50 
balloon tire, 29 x 4.40, $9.65; 3 
5.25, $15.95; heavy duty, 
$26.75; tan tubes, 30 x 3 
x 4, $2.60; 34 x 4%, $3. 5: baligon 
tire "tubes, gray, 27 x 4.40, $1.90 ; 29x 
4.40, $2.95; 30 x 5.25, $2.70; 32’ x 6, 
$3. 20; 32 x 6.20, $3.70 ‘each, net. 
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AXES.—Demand is 
with stocks well filled. 


slightly better, 
Prices show no 


changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, $16; double bit, base 


weight, $21.50; Plumb Dreadnought, 
unhandled single bit axes at $15; 
double bit, $20; handled, single bit, 
$19.75; double bit, $24.75 ‘doz., net. 
BOLTS.—Call for bolts is steady, with 
perhaps a slight improvement. Stocks 
are well filled, and prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
60-5 per cent; machine bolts at 60-5 
per cent; stove bolts at 75 per cent 
and lag screws at 60 per cent from 
standard lists. 

BRADS.—Demand is steady and fairly 
good, as building is being pushed stead- 
ily. Stocks are well assorted, with 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes at 75 per cent from lists. 

BUILDING PAPER.—Sales are fair, 
with ample stocks on hand. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 
sheathing paper in all weights, 20 
to 40 lb. at $2.75 cwt., and tarred felt 
at $3.10 cwt., net. 


CHURNS.—Call for churns is steady, 


with stocks in good condition. Prices 
have not been changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Barrel type churns 
at 33% per cent from lists. 
EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand is very 
favorable, with stocks ample for the 
call. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Fea 28 ga. slip joint, 
single head, 5-in. eaves trough, $5.50 
per 100 ft. oS ga. 3-in. conductor 
pipe, $5.40 per 100 ft., and 3-in. con- 
ductor elbows, $1.73 per doz., .net. 

FIELD FENCE. — Sales are fair, 
though still rather light, due to atten- 
tion to other pursuits on the farms. 
Stocks are well filled and prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities. 10 ga. top and bot- 
tom, 13 ga., intermediate, 6-in. stay, 
26-in., $27.93; 31-in., $32.40; 39-1n., 
$37.28 per 100 rods, net. 

FILES.—Demand is good, with stocks 
well assorted: Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files at 
50 per cent and second grade files at 
60 per cent from lists. 

GALVANIZED WARE.—Call for gal- 
vanized ware is fairly good, with stocks 
well filled. Prices show no further 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
gover tubs at $7.25; No. 2 $8.00; 
No. 3,.$9.25; heavy tubs, No. 1, $12.60; 
No. 3 $13.80; No. 3, $15; Standard 
10-qt. pails, $2.55; 12-at., $2.90; 
qt., $3.25; stock pails, 16-qt., 
and 18-at., $5.50 per doz., net. 


GLASS AND PUTTY.—Call is rather 
light at present. Stocks have been 


graded down accordingly. Prices are 
unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: 
single strength glass, 
double strength glass, 
and strictly pure putty in 
drums at $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Car- 
penters are buying at a fair rate, with 
ample stocks from which to draw. 
Prices have not changed. 


Minnesota prices, 
84 per cent; 
85 per cent, 
50-Ib. 





We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 114, 
nail hammers, $12.60; Plumb, No. 
HFS81, $12; Plumb, No. HF145, $6.12; 
Riverside, No. 61114, $12.00; Plumb 
broad hatchet, No. 2, $16.40: Shing- 
ling, No. 2, $12.50; Claw, No. 2, $13.75 
doz., net. 

HOSE.—Lawn hose has been selling 
well for the past few weeks, due to lack 
of rain. Stocks are diminishing at a 
fair rate, after being dormant for many 
weeks in the spring. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Bull Dog % in., 
7-ply, 13%c. ft.; Competition, % in., 
3-ply, 744c. ft.; Good Luck, % in., 6- 
ply, 10c. ft.; Electric double braid, 
5 in., 50-ft. lengths coupled, 144%c. 
ft., net. 

ICE CREAM FREEZERS.—Sales show 
some improvement, with stocks still 
well filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 and 8-qt., at 
$6.75 each, net. 

Acme galvanized, 2-qt., 67c. each, 
and blue enameled, 2-qt., $1.50 each, 
net. 

LAMPS AND LANTERNS.—Inquiry 
seems to be improving in this line as 
the days are beginning to grow shorter. 
Stocks are in good condition, with 
prices firm. 

We quote from 
f.o.b. Twin Cities: 
globe tubular lanterns, No. 2, $13 
doz.; No. L327 Coleman lanterns, 
5.25; No. L427, $6; No. C329 lamps, 
6.25; No. C318, $7; No. C317, $7.40 

each, 


net 
LAWN MOWERS.— Sales are fairly 
good, with no change in prices. Stocks 
are still well filled. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia, styles 
A and C, 45 per cent; style E, 50 per 
cent; style K, 40 per cent from lists; 
Riverside ball-bearing, 14 inch, $8.50; 
16-in., $8.85; and 18-in., $9.25 each, 
net. 

MILK CANS.—Demand for milk cans 
has been very good, and still is. Deal- 
ers are keeping up their assortments. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad, 5-gallon 
milk cans, $2.65; wide neck, 8-gal., 
$3.20; wide neck, 10-gal., $3.30 each, 
net. 

NAILS.—Call for nails has remained 
very steady and in proportion to the 
amount of building in progress. Stocks 
are kept up just to meet the demand. 
Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, at $3.10 per keg, base and ce- 
ment coated wire nails in 100-lb. kegs 
at $3.10 per keg, base, net. 

OIL HEATERS.—Sales show that the 
public is interested in some form of 
heat for chilly mornings and evenings. 
Stocks are well assorted, with prices 
unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect oil 
heaters, No. 12, v i ; 


$7. 50; No. 0161, $8. 75; ; 
$11.00; No. 505 Giant, $11. 25; No. 605, 
$12.75 each, with discount in quanti- 
ties less than ten, 30 per cent; ten or 
more 30-5 per cent. 


PAINTS AND WHITE LEAD.—Paint- 
ing is going forward at a fair rate. 
Stocks are well assorted and prices firm. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $2.55 per gal., in one-gallon 


jobbers’ stocks, 
Long or short 


cans; second grade house paint at 
$2.00 per gal., in one-gallon cans, and 
white lead in 100-lb. containers at 


$12.48 cwt. 





POULTRY NETTING.—Sales are light 


at present, with stocks ample. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hexagon mesh 
poultry netting at 60 per cent from 
lists. 


PUMPS.—Water supplies are selling at 
a fair rate, although not so rapidly as 
before the harvest began. Stocks are 
well filled, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming No. 440, 
plain spout windmill force pumps, 


6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495 Underground discharge 
windmill force, adjustable stroke, 
$14.35; No. 415, $14.65; No. 103 hand 
lift, 6-in. stroke, $14.25; No. 182 hand 
lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net. 


PYREX OVENWARE.—Dealers are 
putting their stocks into shape for the 
fall and winter trade. Sales have been 
fairly good, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 
$1.17; No. 624 casseroles, No 
634 casseroles, $1.33; No. 212 bread 


pans, 60c.; No. 200 pie plates, 67c.; 
No. 209 pie plates, 60c.; No. 231 utility 
dishes, 67c.; No. 12 tea pots, ae Si 
No. 26 tea pots, $2.33; and No 953 
percolator tops, 7c. each, net. 


REGISTERS.—Call is fair, with stocks 
well filled. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron registers, 


20 per cent, and wrought steel regis- 
ters, 40 per cent from lists. 


ROPE.—Demand is good, with dealers 
keeping their stocks in good condition. 
Prices are firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25c.; and best grade sisal rope 
at 17c. lb., net 


SANDPAPER.— Sales show a steady 


call, with stocks well filled. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1, 
85c. per box of 100 sheets; second 
grade No. 1, 77c. per box of 100 
sheets, and garnet No. 1, $16.75 per 
ream, net. 

SASH CORD AND WEIGHTS.—Call 


for these items shows a fairly good 
market. Stocks are well filled, with 
prices steady. 


We quote from jobbers’ stocks, 
f.o.b,, Twin Cities: Best grade sash 
cord ‘at 62c. lb.; second grade, 35c. 
lb., and cast iron sash weights, $2.10 
ewt., net. 


SCREEN DOORS AND WINDOWS.— 
Demand is still fairly good. Stocks are 
ample for the call, with prices un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common 2-8 x 6-8 


screen doors, $1.58; and fancy 2-8 x 
6-8 screen doors, $1.97 each; Sher- 
wood adjustable 24-in. window 
screens, $6.20; and Wabash extension 
24-in. screens, $5.00 per doz., net. 


SCREWS.—Demand is steady and 
shows a fairly good market. Stocks are 
well filled, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 85 per cent; flat head 
japanned, 70-20 per cent; round head 


blued, 80-15; flat head brass, 80-10; 
and round head brass, 75-20 per cent 
from lists. 


SOLDER.—Call for solder is good, with 
ample stocks on hand. Prices are un- 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 40%c., and warranted 


half and half solder at 41%c. per Ib., 
net, in 100-lb. lots. 
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STEEL SHEETS.—Sales are fair, with 
stocks well- filled. Prices have not 
changed. 


We from jobbers’ 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt. base (24 ga.), and 
black steel sheets at $3.95 cwt., base 


quote stocks, | 


(24 ga.). 
TIN.—Sales are fair, with stocks well 
filled. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, $14.50 box, and roofing 
tin, IC, 20 x 28, 8-Ib. coating, $15.50 
box, net. 

WHEELBARROWS.—Sales are steady, 
showing a fair demand from contractor 
trade and for general use. Prices have 


not changed. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Queen B fully 
bolted barrel type tray wheelbarrows, 
$40.00 doz.; Meteor, fully bolted, 
$36.50 doz.; No. 2T tubular, $7.33 
each; No. 10 Gopher, $4.00 each, and 
No. 1G American garden, $6.25- each, 
net. 


WIRE CLOTH.—Demand is beginning 
to slacken, as the first heavy call is 
over. Stocks are still in fair condition, 
with no change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.70 and alumi- 
num, 12 x 12 mesh, $2.10 per 100 ft., 
net base. 

WIRE.—Fence wire is still selling at a 
fair rate. Dealers are anticipating a 


| good demand as soon as the harvest is 
| over. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool; gal- 
vanized hog at $3.30 per 80-rod spool; 
special galvanized hog (14 ga.), $2.47 
per 80-rod spool; smooth black iron 
wire, No. 9, $3.10 cwt., and smooth 
galvanized wire, $3.55 for No. 9, net. 


WRENCHES.—Call for wrenches is 
steady, with stocks well filled. Prices 


show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent and Trimo 
nipe wrenches, 65 per cent from list. 
Bemis & Call, long sleeve nut, 10-in., 
$1.70; 12-in., $2.06; 15-in., $2.75 each, 
net. 








Good Outlook for Ohio Fall Business, 


Cincinnati Reports—Collections Fair 


CINCINNATI, Aug. 16.—Despite 


(Cincinnati office of HARDWARE AGE) 
the fact the in-between season 


period is at hand, hardware jobbing sales have held up remarkably 
well. The healthy demand for staple items has been the principal 
factor in sustaining business at its present level, which is slightly 


above that in 1926. 


Interest has centered about numerous price changes. Quotations 
on screws have been revised, while jobbers finally have advanced 
roofing paper a small amount to meet the increases of manufactur- 
ers, which were made some time ago. In builders’ hardware jobbers 
are retaining for the moment their recent schedules on butts and 
hinges, even though manufacturing houses announced a general 
advance on Aug. 1. Turpentine is up 2c., and lead has been reduced 


ac. 


A few other minor changes have been made. 
Jobbers are beginning to solicit fall business, and in the past week 


have announced prices for the coming season on a number of items, 
including weather stripping, stove pipe and elbows and stove boards. 
Indications are that the fall trade will be up to normal. 

Reports from the agricultural districts in this territory are to 
the effect that crops are good and that farmers will have consider- 


able buying power this fall. 


fairly good volume and collections are regarded as fair. 


Retail hardware trade has been in 





AUTOMOBILE ACCESSORIES.— Sales | 
have been only moderate in volume, | 
and business this year is running about | 
10 per cent behind last year. The fact 
that Ford buying has been practically 
at a standstill, while awaiting the ap- 
pearance of the much-heralded new 
model, has acted as a serious deterrent 
to activities. Increased demand for 
tires is a source of encouragement. 
Prices on all items are firm and un- 
changed. 
We quote from Cincinnati jobbers’ 
stocks: 
Tires 29 x 4.40 
Cheap grade 
Medium grade 
3est grude 
Tubes: 
Cheap grade . 
Medium grade 
Best grade 


30x 3% 
Laake ee $5.45 
6.10 





$7.55 
9.65 


1.40 
1.45 1.85 

Luggage Carriers.—Light weight, 
65c. each; 60c. in lots of 10; heavy 
weight, 80c. each; 75c. in lots of 10. 

High Lustre Automobile Polish.— 
% pt. size, $4 per doz.; 1 pt. size, 
$8 per doz.; 1 qt. size, $12 per doz. 


_ 
to 
nen ook 


Ford Replacement Springs.—7-leaf 
front spring, $1.25 each; 8-leaf front 
spring, $1.45 each; 9-leaf front spring, 
$1.95 each; 9-leaf rear spring, $4.55 
each; 10-leaf rear spring, $4,90 each. 


BUILDERS’ HARDWARE. — Orders 
continue to be about on a par with 
those in the same period of 1926. Busi- 
ness is somewhat spotty, jobbers hav- 
mg reported that a few days of good 
sales are followed by a dull spell ex- 
tending over three or four days. Sash 
weights and inside sets are unchanged 
in price. Manufacturers have advanced 
their schedules on butts and hinges, 
but the increase is not yet reflected in 


the jobbing quotations. 


We quote from Cincinnati jobbers’ 
stocks: 

Sash Weights.—Sash weights, $1.75. 

Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


BOLTS AND NUTS.—Small lots of 


bolts and nuts are being shipped to the | 
rel; Single Grip, No. 2, $3.35 per doz., 


retail trade, and prices are steady. 


We quote from Cincinnati jobbers’ 
stocks: 

Cut-thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 80 per cent off list; square 
hexagon and tap nuts, 60 per cent 
o st. 


DENATURED ALCOHOL. — Orders 
for future shipments are being placed 
with local jobbing houses. 


ou quote from Cincinnati jobbers’ 
stocks: 

Denatured alcohol in 52-gal. drums, 
5l1c, per gal.; in lots of three drums, 
50c. per gal.; in 10-gal. lots, 72c. per 





gal.; in gallon cans, 73c. per gal. A 
charge of $6 for each drum is made, 
but this amount will be rebated when 
the empty drum is returned. 

Ivo radiator glycerine, $2.25 per gal. 
for 55-gal. drums; $2.30 per gal. for 
30-gal. drums; $2.45 per gal. for 3-gal. 


cans. 
EAVES TROUGH AND CONDUCTOR 
PIPE.— Manufacturers and _ jobbers 


state that their sales have been fully 
up to expectations. In fact, several 
important houses report that business 
this year has been the best in their 
history. 











We quote from Cincinnati jobbers’ 
stocks: 

28-gage, 5-in. eaves trough, $5.75 
per 100 ft.; 28-gage, 3-in. corrugated 
conductor pipe, $5.50 per 100 ft.; 28- 
gage, 3-in. corrugated conductor el- 
bows, $1.73 per doz. 


FILES.—Business is normal for this 
time of the year and prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Black Diamond files, 50 off 
nl Keystone files, 70, 10 and 5 off 
eS 


FIRE SHOVELS.—Prices for the fall 
season have been announced by the 
jobbers in this city and show no change 
from 1926. They are given below. 


We quote from Cincinnati jobbers’ 
stocks: 

No. 80, 56c. each; No. 56 galvanized, 
95c. each; No. 9, $1.50 each; No. 11 
$1.65 each. 





Two-Trigger game 


| GAME TRAPS.—Manufacturers are re- 
| ceiving a fair amount of business for 


the fall trade. 


We _ qoute 
stocks, f.o.b. factory: 


| from manufacturers’ 
tran. $5 per 
doz.; 15 doz. per barrel; Single Grip 
No. 1, $1.88 per doz., 35 doz. per bar- 


Reading matter continued on page 74 
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25 Years of _ 


Specialization ..— 
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~ What Does it Mean 
to Buyers of —~ 
Wire Screen Cloth 


NLY through many years of careful research 

and study has it been humanly possible to 
produce “APEX” of exceptional quality and perma- 
nence. The beautiful uniform gray color wins it as 
many staunch friends as does its sturdy wearing 
qualities. 


It is made by treating steel screen cloth to a special 
electro-zinc-coating process after weaving, and its 
durability is doubly assured by a baked-on coating of 
long oil varnish. Tested in every climate by discrim- 
inating Home-Owners, it has now become “The 
Standard of Comparison.” 


We also manufacture GOLDEN ROD Bright 
Bronze, ORIENTAL Antique Bronze, VULCAN 
Black Painted, NEPTUNE Bright Galvanized, 
CRESCENT Bright Copper and COLONIAL An: 
tique Copper. 


Distributed by Jobbers 


If your jobber cannot supply yéu, write us 
and we will give you the name of one who 
will. 


JOHN M. HART COMPANY 


Manager of Sales for 


HANOVER WIRE CLOTH CO. 


General Sales Office: 
Old Colony Bldg., Chicago, Ill. 
Factory: Hanover, Pa. 
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18 doz. per barrel; Single Grip No. 
3, $5.50 per doz., 15 doz. per barrel; 
Single Grip No. 4, $6.70 per doz., 10 
doz. per barrel. 


JUVENILE VEHICLES.—Jobbers are 
now soliciting orders for early fall de- 
livery, and are having fair success. 
Prices are given below. 


We quote from Cincinnati jobbers’ 
stocks: 

Scooters.—No. 109, $2.90 each; No. 
110, $3 each. 

Sidewalk Cycles.— No. 11, 
each; No. 12, $12.75 each. 

Velocipedes.—No. 6E, $2.90 each; 
No. 7E, $3.30 each; No. 46, $7.40 each. 


LAMPS.—Prices for the fall trade 
have been made public by local job- 
bing houses and are given below. 

We quote from Cincinnati jobbers’ 
stocks: 

Quick Lite gasoline lamps, C317, 
$7.40 each; C329, $6.25 each; C318, $7 
each; C324, $7 each; Quick Lite lan- 
terns, L327, $5.25 each; LA27, $6 each. 


NAILS.—There has been no substan- 
tial change in this item. 

We quote from Cincinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per 100-Ib. 
keg. 

OIL HEATERS.—Retailers are start- 
ing to place orders for the fall trade. 
Prices are the same as in 1926. 


$11.50 


We quote from Cincinnati jobbers’ 
stocks: 

Nesco No. 12, $3.70 each; No. 15, 
$4.65 each; No. 016, $5.50 each; No. 
0190, $7 each; No. 505 Giant, $7.50 


PAINT.—Changes have been made in 
the price of turpentine and of white 
and red lead. Business is reported to 
be holding up well. 

We quote from Cincinnati jobbers’ 


stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
86c. per gal.; turpentine in two-bar- 
rel lots, 60c. per gal.; white and red 
lead in 500-Ib. kegs, 13%c. per Ib., 
less 10 per cent. 


RADIO BATTERIES.—Slowly increas- 
ing interest is being shown by retail 
dealers. 





We quote from Cincinnati jobbers’ 


stocks: 
a than 


Init In Unit 

Packages Packages 
Batteries Each Each 

“eee eee $0.40 $0.35%% 
“BR” SS = 1.05 0.97 
nae! eae 1.22 1.14 
“B’’ No. 2156....... 1.40 1.30 
yi es | SO 1.40 1.30 
“B, I BOO nacese 2.27 2.11 
“Be ie | Spee 2.62 2.44 
x es = 3.40 3.17 
a ee a 3.58 3.33 
mA | 0.28 0.26 
ope 0.42 0.39 
6 ae SS 0.59 0.55 
” WG, Beesavis ck 1.22 1.14 


Note.—Nos. 5156, 5308, 2308, 10308, 
21308, 5360, 5540 and 5156 are in unit 
packages of 5. Nos. 4156, 2156, 2158 
and 2370 are in unit packages of 10. 
No. 6 is in a unit package of 50. 


ROPE.—In this item there has been no 


change. 
We quote from Cincinnati jobbers’ 
stocks: 
Manila rope, 
14c. per Ib. 


ROOFING MATERIAL. — Slight ad- 
vances have been announced on some 
items of roofing material. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light 
$1.10: medium standard, $1.35; heavy 
standard, $1.60; light Holdfast, $1.35; 
medium Holdfast, $1.60: heavy Hold- 
fast, $1.90; K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots. 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12c.; in 5-lb. cans, 9%c. per Ib.; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
ease; in 5-lb. cans, 12 cans to the 
box, 8%c. per lIb.: in 10-Ib. cans, 6 
cans to the box, 7%c. per Ib. 


SCREWS.—A revision of screw prices 
has been made, and the new quotations 
are printed below. 


We quote from Cincinnati jobbers’ 
stocks: 

Flathead bright screws, 85, 10, 10 
and 10 per cent off list: flathead blue 
screws, 85, 10. 10 and 5 per cent off 
list; flathead brass screws, 85, 10 and 
5 per cent off list: round head blue 
screws, 85, 10 and 5 per cent off list: 
round head brass screws, 85 and 5 
per cent off list: brieh+t wire goods, 
85 and 25 per cent off list. 


STOVE PIPE AND ELBOWS.—Re- 
tailers are beginning to order these 


23c. per Ib.; sisal rope, 


standard, 








items for the fall trade. Prices for 


this year are given below. 


We quote from Cincinnati jobbers’ 
stocks: 

Stove Pipe.—29-gage u. c. crated 
pipe, 4-in., $9.75 per 100 joints 29- 
gage u. c. crated pipe, 6-in., $11.75 
per 100 joints; 29-gage u. c. crated 
pipe, 7-in., 5 per 100 joints; 28- 
gage u. c. crated pipe, 6-in., $12.25 
per 100 joints; 28-gage u.c. crated 
pipe, 7-in., $14.75 per 100 joints. 

Elbows.— . c. elbows, 4-in., $1.05 
per doz.; pa in., $1.25 per doz.; 7-in., 
$1.65 per doz. 


STOVE BOARDS.—Prices for the fall 
season have been announced by local 
jobbers. In fact, orders now are be- 
ing received in small quantities. 


We quote from Cincinnati jobbers’ 
stocks: 

Paper-Lined Stove Boards.—24 x 24 
in., $6.75 per doz.; 30 x 30-in., 99.60 per 
doz.; 35 x 35-in., $14.25 per doz. 

Wood-Lined Stove Boards.—24 x 
24-in., $11.15 per doz.; 30 x 30-in., 
$18 per doz.; 36 x 36-in., $25 per doz. 


WEATHER STRIPPING. — Jobbers 
have put out their fall prices, which 
show an increase over those of 1926. 
They are given below. 


We quote from Cincinnati jobbers’ 
stocks: 

Wood and rubber weather strip- 
ping, No. 1, $17.25 per 1000 ft.; No. 
1%, $24 per ft.; No. 4, $34.50 per 
1000 ft.; No. $41 per 1000 ft. 

Wood and “elt weather anoying: 
No. 71, $19.50 per 1000 ft.; No. 71%, 
$27 J 1000 ft.; No. 75, ” $46.50 per 


onl rubber weather stripping, No. 9, 
$2.10 per 100 ft.; No. 10, $2.85 per 100 
ft.; No. 11, $3.55 per 100 ft. 


WIRE CLOTH.—No change has been 
made in this item, which is still mov- 
ing at a fair rate. 


We quote from Cincinnati jobbers’ 
stocks: 

Black cloth, $1.70 per 100 sq. ft.; 
12-mesh galvanized, $2. A 100 sq. 
ft.; 14-mesh galvanized, 40 per 100 

* sq. ft.; bronze in 100-ft. rolls, $5.50 
per 100 sq. ft.; 
$5.55 per 100 sq. 

WHEELBARROWS. — Prices are the 

same as they were a year ago. Fall 
trade is opening up slowly. 

We quote from Cincinnati jobbers’ 
stocks: 

Cheap steel tray wheelbarrow, $3.90 


each; Pan-American tray  wheel- 
barrow, $5.25 each; contractor wheel- 


— in 50-ft. rolls, 


barrow, $5.60 each; concrete wheel- 
barrow, $6.50 each; tubular wheel- 
barrow, $6.60 each. 


Drain Pipe Cleaner a Profitable Line for the Hardware Store 


LOT of unnecessary time and money is being spent 

as a result of clogged drain pipes. 
habit of becoming clogged at the very time when com- 
pany is expected or when the occupants of the house are ' 
dressed for other occasions than the clearing of a drain 
They become clogged at times when it is prac- 
tically impossible to get a plumber to come to the rescue. 
When one does come a lot of seemingly wasted time has 
The man of the house is not usually 
familiar with work of this kind and often his attempts 
to find a remedy get beyond the humorous stage, as far 
as the housewife is concerned, and the kitchen floor be- 
comes a very good imitation of a mud puddle, not to 
mention the clouded mental condition of the party with 


pipe. 


to be paid for. 


the monkey wrench. 


These clogged drain pipes cause many an unpleasant 
Reading matter continued on page 76 


They have a 
pipe cleaner. 


action. 


situation, and the hardware merchant may win grateful 
customers by suggesting to them the use of a good drain 
Despite the fact that various cleaners have 
been on the market for some time, they may not have 
been exploited to the best advantage. 
of several cans on the counter and point out to the cus- 
tomer that the drain pipe accumulates waste for a long 
time before it actually stops up and compels immediate 


Keep a display 


Even a badly clogged drain may be cleared with a 
good cleaner, and no home should be without an avail- 
able supply. However, they should be used more fre- 
quently than they are to keep the drain pipe clean and 
sanitary at all times. 
builders and likewise profitable in dollars and cents when 
properly merchandised. 


They are first-class good will 
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A garage at 
Lima, Peru 





The Villa Maria 
Academy, 


Lima, Peru 


A large ware- & 
house at 


Perth, | 
West Australia 


Ford Motor Co. 
Plant at Buenos 


Aires, 
Argentine 








House for 

priv,te Pull- (7 

mancarof ¢ 

Mrs. H. C. 
Frick 

at Prides 

Crossing, 
Mass. 


yy 











Bethel Jewish Synagogue at Minneapolis, Minn. 





with 
R-W 
All of the buildings, 
here shown, have R-W 
equipment. This includes 
Industrial Door Hard- 
ware, Slidetite Garage 
Door Hardware, FoldeR- 
Way Hardware, Barn 
Door Hardware Eleva- 
tor Door Hardware, Par- 
tition Door Hardware, 
OveR-Way Conveying 


and Lifting Equipment, 
andAutomaticFireDoors. 


Think of it—the same 
make of doorway hard- 
ware in permanent,stand- 
ard use from Chicago to 
Australia, and from The 
Argentine to Broadway! 


What better evidence 
could we produce to 
prove the breadth and 
scope of the service offer- 


ed by Richards- Wilcox? 


Round the World _ 














Building of the 
Perdriau Rubber 
Co., Ltd., 


Perth, 
West Australia 


Private stable 

of Mr. George 
Strom, 

Wheaton, 
llinois 


The Adolphus 
Hotel, 


Dallas, Texne 


Shuff Battery 
Station, 
Kansas City, 
Missouri 







Car barns 
of the 


Pittsburgh 
Railway Co., 
Pittsburgh, 

Pa. 





The 
International } 
Motor Co. 
at Jersey City, 
N. J. 





New York - 


Boston Philadelphia 
Kansas City 


Minneapolis 
Montreal - 


AURORA, ILLINOIS, U.S. A. 


Cleveland Cinci 
Los poms oad 





‘sam Francisco Omaha 
RICHARDS - WILCOX CANADIAN CO., LTD., LONDON, ONT. 


is St. Louis New Orleans Des Moines 


Chicago 
Seattle Detroit 
* Winnipeg 
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Shelf Hardware Continues 
Active with New York Trade 
—Fall Futures Run Light 


New York, Aug. 16.—General shelf hardware continues very active 
in the New York wholesale hardware market with such staples as nails, 
screws and bolts enjoying an unusually good market for this particular 


season. 


this time slightly ahead of the 1926 records. 


The larger retail stores in this section report 1927 sales for 


The smaller hardware 


stores with records on this subject offer varying reports of slightly 
under about the same and a few agree with the larger group. 

Fall futures continue to run very light, with activity in stove sundries, 
lanterns and axes not as good as was expected. Early interest in sleds 


however has been good. 


The jobbers feel that fall merchandise will 


begin to receive attention almost any day without any preliminary sign. 
With vacations completed this month and local hardware firms set- 
tling down for a good fall and winter trade it is believed that fall 


lines will show more activity. 
firm. 


Wire Nails Are Active; 


Local Stocks Satisfactory | 


New York jobbers quote a price of 
$3.35 base, per keg, on wire nails. The 
demand has been very active. Current 
rumors suggest that some price shading 


is going on at the’ present time, but | 


at press time we are unable to offer 
specific data. It is generally felt, how- 


ever, that nail prices will be stronger | 


in this market at a very early date. 


Screw Demand Is Good; 
New York Stocks Ample 


Ample stocks of screws are reported 
by New York hardware jobbers, who 
are enjoying an active demand for this 
staple line. Prices are considered fair- 
ly firm. 


JOBBERS’ QUOTATIONS ba 4 RE- 
TAILERS, F.O.B. NEW YOR 

Screws. flat head, bright ois 75- 
20-10-10-10-10-10; round head, blued, 
72% -20-10-10-10-10-10; round head 
iron, nickel plated, 65-20-10-10-10-10- 
10; flat head, galvanized, 60-20-10- 
10-10-10-10; flat head, brass, 72%- 
20-10-10-10-10-10; round head, brass, 
70-20-10-10-10-10-10. These discounts 
apply to standard screw lists. In 
package lots an extra 10 is allowed. 


Stove Sundries Sales Light; 
Improvement Is Expected 


The demand for stovepipe, elbows, 
dampers, and other stove sundries has 
not yet developed in the New York 
territory. Current sales calling for 
September deliveries have been very 
light. No price change is expected dur- 
ing the entire season, consequently lo- 
cal distributors are expecting an im- 
proved demand on these and other fall 
lines. Local stocks are satisfactory. 


JOBBERS QUOTATIONS , RE. 
TAILERS, F.0.B. NEW YOR 

Stove pipe, No. 28 gage, Diack. iron, 
12 lengths in a bundle, 4 in., 3%c. 
each; 4% in., 15¢c. each; 5 in., 16%¢.; 
5% in., 18¢.; 6 in., 21c. each. 


Collections are fair and prices generally 


black iron, No. 
4 in., 13%c.; 
15c.; 5% in., 


Stove pipe elbows, 
28 gage, 12 ina bundle, 
% in., 14c.; 5 in., 
16%4c.; 6 in., 18e. each. 

Pipe dampers, cast iron, 
handle, 4 in., 8%c.; 4% in., 9c.; 5 in., 
9c.; 5% in., 10c.; 6 in., 746c.; 7 in., 
3c. each. 

Flue stops, tin rim, lacquered, ad- 
justable steel hoops, 8 3/16 in. diam- 
eters, 12 in a box, 6%4c. each. 

Stove pipe rings, tin, lacquered, 
12 ina package, 4 in., 314%4c. each; 
4% in., 4%c.; 5 in., 4%c.; 5% in., 
4%c.; 6 in., 5e.; 7 in., 6c. each. 

Stove lifter and shaker, cast iron, 


wooden 


length, 8 in., 3%c.; stove lifter, nickel 
plated, cold spiral handle, 12 in a 
| box., 61gc. each. Same with loop han- 
| dle, 12 in a box, 7%c. each. Stove 
pokers, nickel plated, cold_ spiral 
} handle, 12 in a box, No. 7, 7'%c. 
| each; No. 8, 16c. each. Neverbreak, 
19c each. Furnace pokers, wrought 
| iron, 3 ft., 66c. each; 4 ft. 84c.; 5 
ft., $1.00 and 6 ft., $1.16 each. 

Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c each. 

Fire shovels, one piece steel, jap- 
anned, 3 in a bundle, No. 54, 5%6c.; 
No. 56, 5%c.; No. 57, 9c. each. Gal- 
vanized shovels, No. 256, 7%c¢.; No. 
257, lle. each. Extra heavy, one 
piece, japanned scoops, 6 x 9 in., 

| capped end, 16%4c. each. Neverbreak 

fire shovel, 37c. each. 

| Stove boards, 30 x 36 jn., $1.40 

| each; 32 x 42 in., $1.73 each; 18 x 

18 in., 58c.; 24 x 24 in., T1c.; 26 x 26 
in., 78c.; 28 x 28 in., 88c.; 30 x 30 
in., $1.03; 32 x 32 in., $1.22; 35 x 35 
in., $1.52 each. 


Lantern Demand Improves; 
Local Prices Are Firm 


The demand for lanterns is showing 
steady improvement, and local jobbers 
are looking for a very active sale on 
this line. New York stocks are ample 
and prices in this territory are firm. 


JOBBERS QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Lanterns, Hylo, 62%c. each; Vic- 
tor, white globe, 66%c.; Victor, Ruby 
globe, 83'%c.; Blizzard No. 2, $1.08- 
1%; Monarch, white globe, 6634c.; Mon- 
arch, ruby globe, 83%c.; Little Wiz- 
ard, 75c.; D-Lite, $1.08%; D-Lite, 
with large fount, $1.19; Sport, 46c.; 
Junior Wagon, $1.50; Buckeye, Dash 
Lamp, $1.16%, and No. 39, Railroad, 
$1.58'44, and No. 30, Beacon, $2.62% 
each. 

N. B.—On all except Hylo an al- 
| lowance of 25 cents per dozen is 
made on order of three dozen or 

more. 





Reading matter continued on page 


| Battery Sales Very Good; 
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New York Prices Are Firm 


There continues a steady and most 
satisfactory demand for radio and ig- 
nition dry cell batteries. The latter 
type is particularly active along the 
waterfront, for marine engine work. 
The radio battery demand is, of course, 
universal. The broadcasting of sport- 
ing events continues to stimulate the 
sale of batteries, tubes, and other radio 
accessories. Lo¢al prices are very firm 
and stocks are satisfactory. 

JOBBERS QUOTATIONS TO 

TAILERS, F.0.B. NEW YORK: 

Dry = No. 6, ignition type, 
32 4e.; No. 7111, same type, 35%6c. 
each 

B batteries, ray 767, $2.62 each; in 
units of 5, $2.4 each; No. 772 (ver- 

tical type), 3.62 each; in units of 5, 

$2.44 each; heavy duty vertical type 

No. 770, $3.40 each; in units of 3, 

$3.17 each. Layerbilt No. 486, $3.59 
each; units of 5, $3.33 each. 


Bolt Demand Very Steady; 
New York Prices Firm 


Bolts are in good demand, with prices 
steady and New York stocks adequate 
for local requirements. No changes are 
expected. 


JOBBERS QUOTATIONS ne, RE- 
TAILERS, F.O.B. NEW YOR 
Carriage bolts, % by 6 and ane 
50 and 10 off«list. Larger, 50 per cent 
off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 ane smaller, 
50 off list; larger to 1 by 30, 45 per 
cent off list; 1% to 1%, 30 off list. 
Coach ee etl % by 6 and smaller, 
50 and 10 off list. Larger, 50 off list. 
Step bolts, 50 dhe Bove cent off list. 


RE.- 


| Sash Cord Demand Good; 


Prices Are Unchanged 


Sash cord is in good demand with 
New York wholesale distributors. 
Prices are unchanged and local stocks 
are apparently adequate. 

JOBBERS QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson spot No. 8, 70c. 

to 72c.; Aetna No. 8, 27c., and Phoe- 

nix No. 8, 35c to 36c. 

No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


Fruit Presses Are Selling 
in New York Market 


Jobbers announce active current de- 
mand for fruit presses, crushers and 
related accessories. Prices are uni- 
form throughout this section and local 


stocks are apparently adequate. 


JOBBERS QUOTATIONS TO RE- 
TAILERS F.O.B. NEW YORK; 

Fruit presses, cast iron base and 
plunger, tinned, capacity 3 qts., $3.60 
each, capacity 6 qt., $4.50 each same 
with removable steel legs, and 12 qt. 
capacity, $6.20 each. 

ruit presses, hardwood frame, 
varnished, oak tubs, No. 0, plain tub, 
$6.00 each. Same with hinged tubs, 
No. 22, $7.50 each; No. 22, $8.50 each: 
No. 22%, $10.50 each; No. 23, $13.50 
each and No. 24, $18.00 each. 

Cherry stoners, No. 117, 90c. each 
and No. 118, $1.25 each. 

Meat juice extractors, 95c. each. 
Beef tea press, 65c. each, potato ricer, 
37%c. each. 
crushers, galvanized _ steel 
hopper, aluminum frame and holder, 
capacity 50 lb., $6.25 each; same with 
double roller and wood hopper, $10.00 
each, same as latter with fly wheel 
instead of handle, $11.25 each. 
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Let “Dan” Do It 1 


Hardware Dealers selling 
Columbian Tape-Marked Pure 
Manila Rope have changed the 
expression, “Let George do it,” 
to “Let Dan do it.” 


And “Dan” Does It 


Columbian Dan, the 
Tape-Marker Man is a 
brilliant cut-out display, 
nearly life size. His pres- 
ence in your window, or on 
your floor will convince you 
that his efforts are more 
than human, for he is the 
greatest display ever de- 
vised to actually sell rope. 


First, obtain your stock of 
Columbian Tape - Marked 
Rope, the Guaranteed 
Rope, and then ask us to 
send Columbian Dan. 





Columbian Rope Company 


352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 


Branches: 


New York 


Chicago Boston New Orleans 


~ 
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Iron Work 
in Greenwich 
Village, New 

York, Dates 
Back Nearly 


a Century 


a Lacy Iron Work 
on This Old House on 
West Twelfth Street, 
Shown at the Left, Is in 
an Almost Perfect State 
of Preservation. The 
house was built about 
1845 


HE Rail on the Right 

Shows the Grecian In- 

fluence. This house on 

Abingdon Square was 

erected before 1835. Pro- 

vision has been made for 
foot scraper 


HE Rail, Shown Above, Is a Rare Ex- 
ample of Gothic Iron Work, Erected , 
During the Early Victorian Period. The 
house is at 646 Hudson Street 


ELOW Is a Rail on the House on West 

Twelfth Street Mentioned Above. It 

shows the Grecian influence in its top and 
bottom portions 











HE Decadent Period in 

American Iron Work Is 
Well Illustrated in the Pho- 
tograph Above. It is a more 
recent installation, appar- 
ently, with no precedent in 
design 


The photographs were furnished by Charles 
A. Johnson, 214 Madison Avenue, New York 
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ere’s a Real Salesman for you! 








Dimensions of display and sales case, 
10'4 inches long, 8% inches high, 8 
inches deep, made of metal, of strong 
durable construction attractively finished 
in dull mahogany, full vision glass front, 
storage space in back for extra stock; re- 
movable display placque covered with 
fine quality black velveteen, with inset 
spaces that display the watches to the best 
advantage, creating an unusual eye-catch- 
ing sales appeal. 





This handsome, mahogany-finished metal 
DISPLAY AND SALES CASE 


Nationally Advertised 


IP-TOP WATCHES 
are a lot of value 
for the money... 


featurin g 


the NO. W24 NEW HAVEN TIP-TOP 
POCKET AND WRIST WATCH SELECTION 


No. W24 watch selection consists of twenty-four (24) 











they sell on looks popular priced pocket and wrist watches with silver dials. 
o . 
Summary of No. W24 Tip-Top Watch Dealer's Total Suggested Total 
and satisfy on ser V 1ce. Selection: Fe — Consumer's Retail 
” P, 
10—only, TIP-TOP, POCKET WATCHES (14 Size) 0 oa — 
Silver Dial, Ornate Hands, Black Cubist Numerals $1.00 Ea. $10.00 $1.50 Ea. $15.00 
5—only, TIP-TOP POCKET WATCHES (14 Size) 
WATCH YOUR WATCH SALES Silver Dial, Radium Hands and Numerals........... 1.48 *‘ 7 40 2.25.” 11.25 
GROW when you feature and display 2—only, TIP TOP SERVICE, WATCH (6 Size) 
ilver Dial, Ornate Hands, Black Cubist Numerals 2.13 * 4.26 > ae 6.50 
New Haven Tip-Top Watches—pop- 1—only, TIP-TOP, SERVICE WATCH (6 Size) 
ularly priced True Time Tellers with Silver Dial, Radsum Hands and Numerals........ 245 2.45 3.75 3.75 
° _ 4—only, TIP-TOP, WRIST WATCHES (6 Size) 
non breakable Krack Proof Krystals Silver Dial, Ornate Hands, Black Cubist Numerals 2.29 9.16 3.50 14.00 
silver dials, and smart octagon design. 2—only, TIP-TOP, WRIST WATCHES (6 Size) 
Each passed a four-day accura test Silver Dial, Radium Hands aud Numerals........ 2 62 5.24 4.00 8.00 
° —onl " - ispl 
before it left the factory. Backed by a a ee ie aie wit 
century-old reputation for craftsman- 48% profit for the dealer— ~ 
shi and a nation-wide advertisin a total of $18.99 on an investment of only $39.51 $58.50 
campaign 8 Place an order with your jobber today 











TRE BREW BAVEN CLOCK COQ. 


Copr. 1927, N. H. C. Co. 


NEW HAVEN, CONN. 


Makers of Good Clocks and Watches for more than five generations 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. 
contemporary puts it: “Some of them \ 
have been copied, the rest will be.” 


Asa 











“Hey, Mike,” said a workman to the 
other atop, “don’t come down on that lad- 
der on the north corner. I took it away.” 





“Your daughter recites real well,” the 
professor’s wife said to Mrs. Malaprop at 
the church sociable. 

“I’m goin’ to give her a course of elec- 
trocutiom” Then smiled and added: “Sort 
o’- finish her off, ye know.” 





First Porter—“Boy, you sho’ has got 
a big mouth.” 

Second Porter—“Fool nigger, that ain’t 
no keyhole in the front of your face.”— 
Kansas Sour Owl. 


— 





A certain dear old lady always made 
it her business to visit the poor patients, 
in the hospital. 

On one such occasion she approached 
a much bandaged individual, who was sit- 
ting up in bed, and after a little prelimi- 
nary talk she said to him, very sympa- 
thetically : 

“I suppose your wife must miss you a 
good deal.” 

“No, mum,” came the prompt reply. 
“She’s got a wonderful aim for a waman.” 





The minister called at the Jones home 
one summer Sunday afternoon, and little 
Willie answered the bell. “Pop ain’t in,” 
he said. “He’s gone over to the golf 
club.” 

The minister’s brow darkened, and little 
Willie added in reassuring tones: 

“Oh, not to golf. Nothin’ like that on 
Sunday. Just to drink a few highballs 
and play a little stud poker.” 





War veteran and wife here on long hike. 
Minneapolis Couple Walking seven years 
for gift of $10,000. Wear nothing but 
arch preserver Shoes. 





Boss—“Say, where in blazes are you two 
worthless porters going? Why don’t you 
get to work?” 

Jackson—“We’re working, boss. 
carrying dis here desk up de stairs.” 
Boss—“I don’t see any desk!” 
Jackson—“Well, for the Lord’s 


We're 


sake, 


Snops, ef we hain’t gone an’ clean forgit 
the desk.” 





When your wife has her bridge club, 
all you hear is: “A spade, they say her 
husband’s drinking again.” “No trump, all 
right, did you hear about Helen dieting; 
if she lost 50 pounds, she wouldn’t show 
it.” “Who played that Queen?” “I un- 
derstand Esther’s smoking again.” “The 
dummy leads; who, Emily?” “Why, I 
beard their gas and electricity was shut off 


‘for two days,” and so on far into the 


afternoon. Can you beat it? 





The skipper of a British tramp schooner 
had lost his bearings on a stormy night 
and was anxiously studying an old chart. 

“Well,” he said to the mate, pointing 
to a place on the chart, “if that’s Cardiff, 
Bill, we’re orl right, but if it’s a fly speck, 
‘eaven ’elp us!”—Central Colonel. 





“Henry, you old fool,” said Cobb, “what 
are you doing there?” 

“Boss,” said Henry, “I’se jes’ fishin’ a 
little.” 

“Well, don’t you know there are no fish 
there?” demanded Cobb. 

“Yes, suh,” said Henry, “I knows dat 
but dis yere place is so handy!” 





‘ 

A mother and daughter were listening 
to a band concert in the park. “What’s 
this they are playing, Mary?” said the 
mother. “It sounds to me like Wagner.” 

“No,” remarked Mary, “I don’t think 
it is Wagner, I think it’s Mozart. I'll 
just go up and see.” On her return from 
the band stand she said, “We were both 


wrong. It says ‘Refrain from Spitting’.” 





Seen on an old dilapidated fliver, minus 
everything but wheels. “Don’t laugh, 
brother, it is all paid for.” 





“Was your barn hurt during the cy- 
clone?” 
“T dunno, I ain’t found it yet.” 





Speeder in Court—‘Your Honor, I 
wasn’t going 40 miles an hour. Nor was 
I going 30, nor 20, nor 10. I was hardly 
moving when the officer came up.” 

Judge—“T’ll have to stop this or you'll be 
backing over someone. Ten dollars!” 





‘Basil—“Do you know who that sweet 
little girl is that I’ve been dancing with all 
evening ?” 

Gwendoline—“Oh, yes, that’s mother!” 
A Los Angeles couple were staying re- 
cently in China. One day they were served 
with an excellent dinner, the composition 
of which they knew nothing about. When 
the Chinese cook came to clear the table, 
the wife asked him-in fun; “I hope you 





‘didn’t kill a stray: dog from the road to 


make our dinner, Chang?’ 
“No killee dawg,” answered Chang. “Him 
2’ready’ dead when I picked him up.” 





It was at the seaside, and Sandy had 
just stretched himself on the beach when 
Mac came up. “Will -you come for a 
sail, Sandy?” he asked. 

“No, I’ve just had a guid dinner for 
twa-and-sax-pence, and I’m no takin’ the 
risk.” « 





Teacher—“Robert, here is an example 
in subtraction. Seven boys went down to 
the creek to bathe, but two of them had 
been told not to go in the water. Now, 
can you inform me how many went in?” 

Robert—“Yes’m; seven.” 





“T want a bottle of iodin.” 

“Sorry, but this is a drug-store. Can't 
I interest you in an alarm clock, some nice 
leather goods, a few radio parts, or a 
toasted cheese sandwich?” 





Her mistress wanted to present Aunt 
Sue with a pair of shoes, and casually 
asked what size she wore. 

“Well, Mis’ Annie, mah size is five— 
but I most ginerally buys nines, cause 
fives suttinly does hurt mah feet.” 





Sandy Hoyle, negro janitor of the “Ad- 
vocate,” listened to a discussion by the 
foreman and the intelligent compositor on 
the commercial possibilities of the aero- 
plane. Sandy seemed deeply interested, but 
at the close of the conversation he shook 
lis head solemnly and said: 

“White folks may do great things with 
them flying machines, but one thing I 
know fo’ suttin—they won't never need no 
Jim Crow cars on ’em.” 
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What Does Average Person 
Think of When Hardware 
Store Is Mentioned 


(Continued from page 56) 


solicit business. Here, we thought, is a chance to say 
something besides no to this fellow. 


of time we propounded our question. 


So in due course | 


“Tools and paint and cutlery and such things,” he | 


said, and then tried to switch the conversation back into | 


the insurance channel. 

At lunch we asked a waitress the same question. She 
got the question slightly confused in her mind at first 
and fancied we had asked what she thought about hard- 
ware stores. 

“T never think about ’em,’ 
to do without thinkin - 

We interrupted her and repeated the question carefully. 
Finally she got the idea. 

“A hardware store,” she said with perfect seriousness, 
“ts one of them places where they put everything in the 
window but the cash register.” 

In spite of all our efforts to get something else from 
her in the way of an answer she refused to discuss the 
subject seriovsly, and so we left her. 

The bootblack, whom we interviewed next, had con- 
siderable difficulty understanding the question, but when 
he finally “got it” his answer was worth the trouble we 
had experienced in helping him to surmount the difficul- 
ties of the alleged English language. 

“Ah, he shouted with a great shaking of the head, “I 
git cha, I git cha. Hardware star hes bigga da knife an’ 
lota da hammarez. Si, si.” 

Translating freely we interpreted this to mean that he 
understood by hardware store a place where they sold 
big knives and lots of hammers. The fellow was right, 
too. ‘ . 
The man sitting next to us on the bootblack’s stand 
showed quite a bit of interest in the painstaking way we 
asked and repeated our question to the bootblack. Fi- 
nally he apologized and introduced himself as an attorney 
and spoke about the difficulty he frequently has had in 
obtaining information from clients and from witnesses 
in court. So we took advantage of the accidental con- 
versation and asked him our pet question. 

“Well,” he said, with a lawyer’s usual ambiguity, “T 
should say that a hardware store is a place for the sale 
of household appliances, tools, cutlery and manufactured 
metal products generally.” 

No wonder he has trouble getting information if he 
thinks of all that at once. 

In an outer office that afternoon, while we were wait- 
ing to be admitted into the private and luxurious sanctum 
of a manufacturer, we enjoyed a casual conversation with 
his telephone operator, a rather pretty girl who is just 
a little bit too conscious of it. But let that pass. The 
point is we asked her what she thought of when the 
term hardware store was mentioned. She thought it was 
a joke or a conundrum at first, and laughed lightly 
showing her pretty teeth. 

“Tl bite,”’ she said, ‘‘what ?” 

So we had to explain our purpose, and felt uncom- 
monly stupid in doing so. But she finally saw what we 
were driving at and these pearls of wisdom fell from her 
mouth. 

“I dunno,” she said, “I suppose I think of a place 


* she said. “I’ve got plenty 
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DUO-COOKER 
(condensing) 


NEW COOKER 
SCORES BIG SUCCESS 


Dealers everywhere are having big sales on 
this newitem.Unlike all others. Learn Why. 





The Duo-Cooker hasn’t been on the market 
long but its sales are greater than ever 
thought possible. It is giving American house- 
holds a utensil that they have wanted and 
needed for several years. It is not a pressure 
cooker but a genuine condensing cooker. 
No vital ingredients can escape from food 
cooked in it. The vapors are condensed and 
returned and do not pass off in the air. 


DUO-COOKER 


(condensing) 





The top section 
is a heavy nick- 
eledcoppercon- 
tainerfor water, 
with a cone 


shaped bottom. 


The lower pot isa 
thick cast, pure alu- 
minum container 
with a groove at the 
top anda removable 
drain pipethat re- 
turns the condensed 
liquid. 












MEAT 






Especiallysuited for cooking fruits, 
vegetables, meats,etc.,according tothe 
latestrecipes. Nocomplicated coil. All 
partsremovable—easy tokeepclean. 


Write for details. The Duo-Cooker is a big seller 
marketed through jobber and hardware dealer. 


DUO-UTENSILS CO. 
4312 Duncan Ave., St. Louis, Mo. 
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iCorking Good Ca tk 
Corkang Good Seller 


It sells readily because it does well 
the job for which it is designed. And 
its merits are easily demonstrated. 
The whole story can be told to a 
customer in a minute or less. Read 
the seven Everedy features below 
and pass this advertisement on to 
your clerks. Equally as many good 
things can be said about— 


EVEREDY EVEREDY 
Strainer Set Syphon Filter 


Strains and filters jellies Filters and syphons at 
and beverages. Fits any same time and does a bet- 


size kettle or crock. Con- ter job. Consists of me- 
sists of Stand, Strainer  tallic float, filtering cloth 
Bag and Filter Bag. Com- disc, stretcher ring and 
plete in display carton, hose clamp—hose not  in- 
$1.25. cluded. In display carton, ss 


price $1.00. 
THE EVEREDY COMPANY 
Frederick 


Spring handle lift reduces 
effort. 


All steel construction. Will 
last for years under hard 
usage. 


Perfect sealing. Every bot- 
tle securely capped without 
danger of bottle breakage. 


looks that will not rust 
away. 


Caps any size bottle. In- 
stantly adjusted. 


Non-stretch post (patents 
applied for) keeps capper 
always trued up. 


1 
< 
3 
5 
6 





Padded base. Keeps bot- 
tles from slipping. 


seeet 





That describes No. 101S. Price $1.50. 


No. 100 has all but points 1 and 7——Price.....-++++++++eeeee%% 
No. 100S has all but point 7——Price......----serrererreeeeeee 


Range PETS YS 
ode - isstse 
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where they have a lot of tools and things that men buy.’ 

It was very evident that housekeeping was the least 
of her worries. Before we had an opportunity to explain 
the true meaning of hardware and some of its ramifica- 
tions the man on whom we were calling invited us inte 
his office. 

We asked him the same question during the course 
of our conversation. Incidentally, this man is a manu- 
facturer of a commodity that some hardware stores sell. 
He knows quite a little about hardware and about some 
of the problems that the retail hardware merchant has 
to face. 

He thought for a few minutes before he answered. 

Finally he said: “My first impulse was to answer your 
question hot off the handle, and to give you my real 
opinion about the hardware retailer. But on second 
thought I have decided to say something different, some- 
thing safe and sound; something that is expected, that 
hardware men like to listen to; something that is sure 
to be published. Yes, I think I shall play safe and say 
this : 
. “The first thing I think of when a hardware store is 
mentioned is a retail establishment committed to the sale 
of commodities of utility, such as tools, cutlery, electric 
appliances, paint, builders’ hardware and similar lines 
of merchandise.” 

“All of which is quite true, Mr. Blank, and very in- 
teresting,” we replied, “but what is the thing that really 
crosses your mind when you think of hardware stores?” 

“You wouldn’t publish it if I told it to you.” 

As an honest reporter, we assured the gentleman that 
we would. Like most reporters, editors, et al., we have 
the courage of other peoples’ convictions. 

“Well, to tell you the truth,” Mr. Blank said, “my 
opinion of hardware stores isn’t all bad. But I do think 
this: That a large number of retail hardware stores in 
this country, too large a number in fact, are being oper- 
ated by men who are behind the times, by men who lack 
vision and initiative, by men who haven’t had a new and 
original idea about their own business since they started 
out as merchants. 

“That’s what I think about most of them. They’re 
not originators; they’re copyists; followers, and pretty 
poor ones at that most of the time. Of course, there 
are notable exceptions. But look at the rank and file of 
the hardware trade. If they had been on to their jobs 
a few years back, the mail order houses and the chain 
stores and the five-and-ten-cent stores wouldn’t have got 
started. You know it as well as I do, but you don’t dare 
admit it in print.” 

Having said that he refused to talk any more on the 
subject. “I’ve told you what I think. That’s all there 
is to it,” he said. So we had to let the matter drop for 
the time being. We concluded our business and left, as 
cordially as ever after having secured a promise from him 
to discuss the matter further at some other time. 

And now we have come to the end of our story, and 
it is this: That all except one of the ten persons to whom 
we put our question indicated that when they think of a 
hardware store they think of tools. In other words, tools 
are inseparably associated with hardware stores, have 
been since time immemorial and probably will be so long 
as hardware stores exist. 

Stick to your tools, Mr. Hardwareman, stick to your 
tools. They form the foundation of your business ; they 
are the greatest advertisement you have. 
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Everybody’s Business 
(Continued from page 48) 


ing hay it is now possible to use mechanical means to 
cure the grass, so it is not so necessary any longer to 
“Make hay while the sun shines.” 

Electric lights now get the hens up earlier on winter 
mornings and this results in more eggs and more revenue. 
Electric pumping and heating apparatus installed by 
dairymen supplies the cows with drinking water at a 
higher temperature in the cold months, and this means 
that the animals drink more water and give more milk. 
Better methods of flooding the cranberry bogs, watering 
crops and spraying orchards have increased yields in 
hundreds of places. Refrigerating and storing processes 
enable us to preserve perishable foodstuffs for safe mar- 
keting months after the articles were first produced. 
New knowledge concerning the advantages of rapid 
freezing made it possible for the residents of Kansas 
and Colorado to eat fish that are quite as palatable as 
those served on tables in coast cities. 

What were once waste products in thousands of Amer- 
ican plants have now been converted into merchantable 
articles that are a source of profit instead of expense. 
For imstance, that which was sawmill refuse is now 
steamed and cooked, then shot out in the form of pulp 
and finally pressed into boards for use in building and 
manufacturing. The utilization of by-products in many 
places has become a more lucrative business than the 
initial processes originally established with only a single 
purpose in view. 

All of which indicates the why and wherefore of our 
present prosperity. The corporations that have reached 
the highest pinnacles of success have accomplished their 
aims by taking advantage of every art of science and 
invention. Recognizing that producing capacity has al- 
ready outstripped consumption, wise managers have de- 
voted practically all of their time recently to cost reduc- 
tion. New machines and new methods have taken the 
place of those that were old. 

Typical of this policy is the case of a large cement 
corporation. Two million dollars were spent for harbor 
improvements to reduce the charges incurred in receiv- 
ing raw materials and shipping cement. The new ships 
that were purchased are self-unloading, and these dump 
their cargoes onto a belt conveyor almost a mile long. 
A change in trucks brought a 10 per cent increase in 
trucking efficiency. New dust collectors at a single plant 
not only save $25,000 worth of cement a year, but pro- 
tect valuable machinery from damage by dust. A new 
installation of coal grinding machinery has brought a 
saving of 20,000 tons of fuel annually. And all of these 
things were done solely to cut costs, not to increase 
output. 

Now, when we inquire concerning the permanence of 
our present era of good times, we must not only take 
into consideration the revolutionary character of recent 
developments, but we must form a reasonably definite 
opinion with reference to the likelihood of there being 
a continuance of radical changes of no less importance. 
How far can we go with cost reduction? Can we accom- 
plish as much in the next few years in eliminating acci- 
dents and cutting out industrial waste as we did in the 
decade that has past? 

It is perfectly clear that the age of marvels is not at 
anend. The future will disclose types of apparatus that 
will perform astounding feats. Comparatively little 
things, such as the introduction of roller-bearing trains 
and trolleys, will still further reduce friction, conserve 


fuel, increase speed and cut down maintenance costs. | 



































Place this attractive mahogany finish display board in a 
conspicuous place in your store, and see your sales in- 
crease. This silent salesman is a constant suggestion to 
your customers. 

Selling from samples saves time and labor for you. No 
goods taken from shelves until the sale is made. Your 
stock is always neat and the keys and boxes are not mixed 
up. 

No. 24514—Display board furnished com- 


plete with sixteen of our most popular 
padlocks. List Price $14.00 each, complete. 


Eagle Lock Co. 


General Sales Office 
26 Warren St., New York 
PEG AN Us 6s PAT. OFF, PEA .INUs 8: PAT. OFF, 
Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut. 
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Does the word PROGRESS— 
mean more 
business— 
more profits— 






to you? 





The new improved Okeh Tape spells progress 
with its welded leatherite covered steel case, 
friction brake controlled drum and famous end 
fastener of proven value. 


This article has a buying appeal a tape user 
can seldom resist, and opens a new field for sales 
where a tape was formerly a nuisance. 


Send for prices and particulars of sales. plan. 


KEUFFEL & ESSER CO. 


WEW YORK, 127 Fulton Street General Office and Factories, HOBOKEN, N. & 
CHICAGO ST. Louis SAN FRANCISCO MONTREAL 

6-20 S. Dearborn St. 817 Locust St. 30-34 Second St © Metre Dame % ¢. 

Drawing Materials, Mathematical and Surveying Imstruments, Measuring Tapes 


















WS-75A Dish Drainer 


o- 


Nothing’ drie ; dishes quicker or better than Union 
Dish, inérs arid- steaming hot water. 
Top ' ws our most popular seller. It fits 
the average size sink and drain board, and is well 


suited to the needs of the average family. Has 
basket for silverware. Retails rapidly at 75 cents. 


Dish Drainer shown below is another popular- 
price drainer, strongly made and nicely finished. 
Our line is profitable. 


Send for New Catalog No. 427. 


UNION STEEL PRODUCTS CO. 
Albion, Mich., U. S. A. 








A 
Style 
for 
Every 
Need 


WS-119 Dish Drainer 











Accomplishments in the field of chemistry will bring far- 
reaching results, one of them probably being the lique- 
faction of coal on a commercial scale. No one can pre- 
dict the ultimate end of such developments. Coal oil at 
5 or 6 cents a gallon would mean the complete overhaul- 
ing of industries. 

The utilization of the electrical energy of the atmos- 
phere in the fertilization of crops will turn the farmer 
into a technician and transform cultivated acres into 
queer-looking areas spiked with thousands of antenna 
poles and networks of wire. The fact is that our advance 
has been so fast that we are quite unable to see the 
ultimate end in a practical sense of such departures in 
practice as the electrolytic method in the manufacture of 
articles from rubber, and the substitution of the electric 
are for the noisy riveter, which change will eliminate the 
necessity of drilling thousands of holes and will make 
the steel skeleton of the future building a single welded 
unit. 

But while the main trend of business and industry 
must continue upward, there are many reasons for be- 
lieving that we will again be compelled to pass through 
short periods of readjustment that will allow us to catch 
our breath, take stock of our surroundings and straighten 
out the front of our advance. Prosperity is not uniform 
in its distribution. Many have not participated in the 
benefits of five years of high wages and record activity. 
A part of the public has commenced to show signs of 
discontent over the present tendency of capital and the 
power that goes with it to gravitate into the hands of 
great centralized groups, such as are represented by chain 
store and other systems that make the going very hard 
for the small dealers. 

Let us not be caught in the whirlpool of over-confi- 
dence. The business millennium has not yet been reached. 
Competition in nearly all lines of trade is becoming 
keener and more destructive each succeeding day. Two 
or three years ago the electrical industry was adding new 
customers to its lines at the rate of two million yearly. 
Now only a half million are added annually, and it be- 
comes necessary for the electrical companies to make up 
this loss by developing new loads like that of refrigera- 
tion, which will practically double the consumption of 
current in several million homes. The automobile indus- 
try is in the same fix so far as new customers are con- 
cerned, and is now engaged in converting the American 
nation’/into a country of two-car households. 

There is much that can be set down on the favorable 
side of our national business ledger at the present mo- 
ment. Bank clearings, the consumption of power and 
general building all continue at a high rate. Labor dis- 
turbances are nil and workmen do less soldiering on the 
job than ever before. But not far off on many of the 
roads ahead are breaking points and saturation limits. 
No exercise of Yankee ingenuity will enable us to avoid 
a day of reckoning that will correct excesses, clean up 
the business structure and restore the body industrial to 
robust health. The present day is a time to pay off debts 
and proceed with caution. Wonderful days lie ahead, but 
thoughtless people who disregard the lessons of history 
will pass through anxious moments before such a time is 
realized. 


Keep a Record of Your Ideas 


Nearly every day you have noticed a good idea some- 
where, or you have discovered a good one of your own. 
Do not let these escape your memory perhaps never to 
be recovered. Jot it down in a scrap book kept for 
the purpose, refer to it and use it at the first opportunity. 
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A Merchant Finds His Market 


(Continued from page 59) 


in any line can fall behind, lose contact in a few years. 
Jim saved me. At tremendous expense. 
across to the bank to raise some cash to keep pace with 


I had to trot | 


him once. But in three years he’s increased our business | 


to such an extent that, based on net earnings, it should 
be valued at about $60,000 more today than it was before 
he came home. Of course, it’s “our” business: he’s a 
partner. And has given me a grandson besides. 

—and at this point, though I had said nothing against 
the younger generation, the old hardware merchant led 
me out for a view of the plate glass front that had let 
light in on his business.—FE eves in Nation’s Busi- 
ness. 





Work When You Are Young or 
Repent When You Are Old 


T is in the summer months that the average young 

man decides that working is not worth while. 

It is in the summer months that the worker gets his 
start—passing the lazy man as he sits still. 

Young men at work, remember this. 

There is very little difference between you and the 
next man today. You are as much alike as two ants in 
the sands at your feet, as much alike as two young 
mules out in the steck yards. 

But there will be a great difference between you, 
possibly, a few years from now. 

The difference will be as great as it can be in this 
small world—it will be the difference between success 
and failure, between independence and slavery, between 
the right to do as you choose and the taking of another 
man’s orders. 

Remember, as you make your plans for the summer, 
that, incidentally as you plan for “getting by” without 
too much work, every man at some time or other must 
do what he does not want to do. 

You can do it now while you are young, working hard, 
looking for a chance to do better instead of watching 
the clock, and winning independence. 

Or you can do later in life what you don’t want to 
do, when, as an old man and a failure, you ask for the 
chance that is hard to get, and gladly accept anybody’s 
orders. 

A young man working hard, fighting his way to suc- 
cess, may not have a very gay life with his long hours, 
his self-denial, his saving. 

But, hard as the life of real work is, it is pleasant 
compared with that of the old failure, begging for a 
chance, humbly grateful for that which he would have 
scorned in his youth. 

You can work hard now, when you are strong and the 
work is in you, or you can “get by” now, imagining that 
you deceive your employer, and do your hard work in 
years to come, when the hard work is a thousand times 
harder. 

“Get by” 
work. 

Or work now, and save yourself in the future years 
from standing as a failure on the edge of the curb, watch- 
ing while success goes by and leaves you behind. 

The beginning of hot weather is a good time for 
young men to decide whether it is better to work hard 
and take orders at the beginning or the end of life— 
The Profit News. 


now, and smile as you watch the other man 

















Made in Three Sizes 


It’s a real tool, a necessity in every household and autoist’s 
kit. 


It’s accurately machined, attractively finished and backed 
by the broad MODERN guarantee. 


The low price coupled with the high quality of the vise 
accounts for the big demand we are experiencing for these 
handy clamp vises. 


Size of Jaw Retail Price 


M-51'2 14,” $1.00 
M-52'2 24,” 1.50 
M-53 a 2.40 
See your Jobber 
about our complete 


line of too! sharpen- 
ers and vises or write 
us. 





MODERN GRINDER MFG. CO. 
MILWAUKEE, WIS. 


New York City 34 No. Clinton St., Chicago, Ill. 


74 Murray St., 
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DIAMON D“E” 


All-Metal Frame 


CLOTH WINDOW VENTILATOR 


Our national advertising features the Dia- 
mond “E” trade-mark on frame and_ 
cloth. It pays to sell the gen- 
uine. 8 popular sizes. Re- 
tail at 60c. to $1.10. 










FROM 
YOUR JOBBER 





Diamond Wrenches 


Are Drop-Forged 
Tool Steel 


They are _ scientifically 
ts and drawn in oil. 
Have jaws like a cold 
chisel. Made especially 
for heavy constant garage 
and shop use. Diamond 
Adjustable Wrenches are 
the most complete line 
made. 


Write for catalog. 


DIAMOND CALK 
HORSESHOE COMPANY 
4622 Grand Ave., Duluth, Minn. 











Holds Any Blade at Any Angle 


This feature makes sale after sale. Screw 
holds blade rigid. Magazine holds extra 
blades. A paint scraper and shaver, Sroneer 
holder and seam cutter combined. The 


Oo O 
M1 ait purpoce NV 
Razor Blade Toad an and Stropper 


retails at 25c. Write for Special Introduc- 
tory offer to— 
Sales Representatives: 


JOHN H. GRAHAM & CO., Inc. 
113 Chambers St., N. Y. Cc. 


ce GO, New Haven, Conn. 
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Bought Because They're Better 
Detroit Torches lead the market because in 


their manufacture, first consideration is 
given to the man who uses them. 


“ANN 


DETROIT TORCH & MANUFACTURING CO. - — Michigan 















New York Office, B. S. Alder Co - = Warren St. 

William P. Horn Co. - Rialto Bidg., £. Francisco 

C. F.Gallager - © + © =» 93 Main St., Hartford Conn. 
C. Andersen - ee 627 Washington Blvd., Chicago 


Grant-Chater Co. 








415 Metropolitan Bidg., Toronto 


What Was the Motive 


(Continued from page 45) 


would seem, my dear Rivers, that your intention, like 
that of Brutus, was to stab Cesar first and gather the 
facts afterward. I thought at first of writing you a 
letter and asking an explanation, but on second thought, 
it occurred to me, since you have given me such an un- 
expected dose of publicity without any previous warning, 
that it would be only fair and in order for me to answer 


you as I am doing. 
* * * 


While it is true, and generally understood, that my 
writings in HARDWARE AGE are simply my own views, 
nevertheless, I am sorry to say that it is impossible to 
entirely separate the personality of an editor from his 
publication. If the editor suffers because of any false 
statements, so also will his publication suffer. There- 
fore, in all fairness, it seems to me that it is up to you 
to make good on your statement and collect the $1,000 
which I am offering or, on the other hand, to explain 
in the next issue of your publication exactly what you 
did mean by writing this kind of stuff. Incidentally, I 
would like you, in your explanation, to give your motive. 
That part especially interests me. Your motive ts of 
more interest than anything in connection with the whole 
controversy. It would be a very simple matter for me 
to prove that I never made any such statement as you 
have attributed to me in any article I have ever written. 
This can be proved by reason of the fact that you can 
not produce such a statement but, on the other hand, 
your motive in making this attack is much more obscure 
and therefore, if you are frank, you should come out 
into the open and tell your reasons for the surprising 
statement you have made. 


* * * 


Did it not occur to you that what you wrote might 
injure me, not only with the traveling salesmen of this 
country but with manufacturers, jobbers and retailers 
as well? Did it not occur to you that this statement 
might also injure HARDWARE AGE? When you planned 
and produced the cartoon of the firing squad executing 
the traveling salesman under my direction; when this 
illustration was placed next to your editorial, did you 
not realize that the result might be damaging to me and 
also to HARDWARE AcE? Did you actually believe your- 
self that I have ever advocated the elimination of the 
traveling salesman? I would like to have your answer 


to this question. 
* * * 


If you wrote what you have written and inspired this 
cartoon, knowing in your own heart that I do not be- 
lieve in the elimination of the traveling salesman, then 


_I leave it to your own conscience whether you owe, 


not only the trade, but also me personally, a public 
retraction of the statement you have made and of the 
illustration you have produced. 


* * * 


In any event, if you should state that you did not 
know this statement was false and damaging, it is up 
to you, now that I challenge your statement and ask 
you to produce the evidence upon which that statement 
was made, to either produce the evidence or publicly 
correct the statement. If you will not do this it will 
be up to me to appeal to the sense of justice of the 
officers and membership of the National Retail Hard- 
ware Association. 
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A display of rope in the window of Clark Witbeck’s store 

in Schenectady, N. Y., stopped people on the opposite 

side of the street and brought them across to see what they 
took to be a miniature waterfall. 


Two Windows That Were 
Successes 


Clark Witbeck’s hardware store on State Street, Sche- 
nectady, N. Y., has had some very attractive and sales 
promoting windows lately, and they are the work of 
Campbell MacRae, one time soda dispenser in a Sche- 
nectady drug store, and now one of the best window 
dressers in that neck of the woods. 

The clock window interested large numbers of people 
to the point of buying these good-looking time keepers. 
A large lithographed cutout display, showing a man 
reaching out of bed to stop the noisy alarm, gave the 
necessary touch of color to the window and caused the 
display to “pull.” 

The rope window was a different type of display and 
was also a winner. It gave the appearance of a minia- 
ture water fall from the opposite side of the street, 
and when people came across to investigate further, 
their attention was held by a collection of knots that had 
been tied by customers who had stepped inside to do so. 
There were knots all the way from boy scout jobs to 
sailor’s handiwork. 

It was a great week for rope sales, and, of course, the 
display reached its best attention-compelling form at 
night when the brilliant lights were used. 


a 
ee ct 


FE 





A neat arrangement of clocks was aided by the colorful 
cutouts supplied by the manufacturer. 





GREEN’S 


Improved 


STOCK. BOXES 


For the convenient han- 
dling of shelf hardware. 
A strong, attractive box 
at low cost. 


Made in an assortment 
of sizes to fit every hard- 
ware need. 


Write for NEW Illustrated Price List 


THE GREEN CO., 250 W. 57th St., N. Y. 














EVEREADy 


COLUMBIA 
Dry Batteries 


- they sell faster 


QUICK-TURNING, nationally advertised and 
profitable batteries. Order from your jobber. 


NATIONAL CARBON COc, INE. 
New York San Francisco 


Atlanta Chicago Kansas City 
Unit of Union Carbide and Carbon Corporation 











IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mase. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 











EMING Automatically 


J Oiled Power Pumps re- The Deming 


“Oil-Rite” 


quire a minimum of attention Fig. 809 


and render long, dependable 
service, at low cost. Fig. 809 
“Oil-Rite” is a typical exam- 
ple. Send for Special Bulletin 
featuring Fig. 809. Complete 
Catalogue upon request. 


THE DEMING COMPANY 
Established 1880 Salem, Ohio 


HAND AND POWER PUMPS 
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Steel Sheets that Resist Rust! 


The destructive enemy of sheet metal is rust. 
'It is successfully combated by the use of pro- 
'tective coatings, or by scientific alloying to re- 
sist corrosion. Well made steel alloyed with 


Oo D Je Copper gives maximum endurance. Insist upon 




















Orv” 









































Reed and Prince a 1st} 
BOD congo Rust-Resisting 
rourtgeent- pon amber Steel 
screws. Finished | Black and Galvanized 


plain, nickel, brass, 
copper-plated, 
Sherardized or hv 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 


=== Sheets 


and specialties. and Roofing Tin Plates 


Millions of product \ 
—aone standard for 
accuracy ana quality. 


soo | Fh: 


REED & PRINCE MFG.CO. 


WORCESTER, MASS..U.S.A. 
WESTERN BRANCH arCHICAGO- 121 NORTH JEFFERSON ST. 
ee 

















Keystone Copper Steel gives superior service for roof- 
|ing, siding, gutters, spouting, metal lath, culverts, tanks, 
flumes, and all uses to which sheet metal is adapted, 
above or below the ground. Our booklet Facts tells you 
why. We manufacture American Bessemer, American 
Open Hearth, and Keystone Copper Steel Sheets and 
Tin Plates for every requirement of the sheet metal 
working, hardware, and builder’s supply fields. 


Black Sheets for all purposes 

- Keystone Copper Steel Sheets 
Apollo Best Bloom Galvanized Sheets 
Apollo-Keystone Galvanized Sheets 
Culvert, Flume, and Tank Stock 
Corrugated Sheets 

| Formed Roofing and Siding Products 

# Stove and Range Sheets 
Tin and Terne Plates, Black Plate, Etc. 
| Our Sheet and Tin Mill Products represent the highest standards of quality and 


utility. and are particularly suited to the requirements of the metal working, and 
construction fields. Ask your distributor or write nearest District Sales i 


American Sheet and Tin Plate Company 


General Offices: Frick Building, Pittsburgh, Pa. 











District SALES OFrFrice 
Chicago Cincinnati Denver Detroit NewOrleans New York 
Philadelphia Pittsburgh St. Louis 


Pacific Coast Representatives: Unirep States Stee. Propucts Co.,San Francisco 
LosAngeles Portland Seattle 


Export Representatives: Unitep States Stze. Propuctrs Co., New York City 
——_ 
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Garage Door Hardware 
Fire Door Hardware 








No. 68 






No. 66 
Doors Can 
Be No 
Better 
Than the 
Hengers 
That Carry WG 
Them! 1 


If folks tealteed that the years of service a sliding 
door can give is solely dependent upon the life of the 
hardware—then they would be sure to choose A-P 
hangers. 

Hangers are the only things around the whole door 
that have any work to do. Therefore, they must be 
good. And A-P’s are. Men who know tell us they do 
not see how we can amy make them any better. 
Neither do we. 

No. 66 for straight bites doors, has a double truck 
saddle made from a single piece of certified malleable 
—far stronger than a two-piece job—and 17% inch 
roller bearing hanger wheels. 
bearing on each side of the door, are adjustable to 
any door thickness and adjustable to proper distance 
from the building. No. 66 also has vertical adjust- 
ment that can be locked in any position. Track is 
round trough, 16 gauge and practically frictionless. 
Heavy steel brackets interchangeable from end to 
center. Capacity of hangers, 400 pounds. 

No. 68, for single or parallel straight sliding doors, 
carry a thousand pound load with ease. 
both vertical and lateral adjustments, 12 inch double 
aprons that take care of doors from 2% inches to 3% 
inches thick, 3 inch roller bearing wheels and a double 
truck saddle made from a single piece of certified 
malleable. 13 gauge high carbon steel track and mal- 
leable iron brackets. 

Architects can play safe in specifying—contractors 
can save time in installing—dealers can make money 
in selling—and buyers can get satisfaction in using 
A-P hangers, tracks and brackets. 


Double aprons give a 


Hanger has 


ALLITH-PROUTY COMPANY 


Danville, Illinois 


Manufacturers of 
Spring Hinges 
Overhead Carriers 


Rolling Ladders 
Door Hangers 


Allith 


MANUFACTURERS OF THE FINEST 
LINE OF GARAGE DOOR HARDWARE 

















What the Mackinac Congress 


Said About Your Store— 


We recommend you read and reread the report 
of the proceedings of the recent Congress of the 
Retail Hardware Association, for it holds vital, 
practical facts pertinent to your own store. 


The discussions of New Competition, Merchan- 


dise and Merchandis- 


ing, Arrangement and 
Display, Business Con- 
Creel, 
Control, Organization 
and Management are 
real helps to the trade. 





Merchandise 





Especially interesting is 
the report on Arrange- 
ment and Display. The 
practical sales increasing 
value of the ideas brought 
out have already been 
demonstrated in  thou- 
sands of retail hardware 





stores using Warren Fixtures, Display Tables, Show 
Cases and other store Accessories. 


208 W. Washington St. 


If planning store changes, send for 
the Warren Catalog of Store Fixtures. 
Check and mail coupon. 


“Increased Sales and Bigger Profits” 
—a folder showing the possibilities of 
displaying and selling merchandise 
from Display Tables. Check and mail 
coupon. 


“SHOW CASES”—a catalog of Warren 
Show Cases, sent on request. Chee 
and mail coupon. 


J. D. Warren Mfg. Company 
Chicago, Iil. 


J. D. Warren Mfg. Co., Chicago, Il. 


' 
Please send me: [] The Warren Fixture Cata- : 
log. (J) Display Table Folder, “Increased Sales ' 
and Bigger Profits. [) The Warren SHOW : 
CASE Catalog, as featured in Hardware Age. ' 

' 
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Mathias & Sons 













TACKLES SAFETY STRAPS 








J CLIMBERS LAG WRENCHES 
Since 1857 Anus , PLIERS TOOL BAGS TREE TRIMMERS 
BELTS WIRE GRIPS SLEEVE TWISTERS 
> BOLTS “> NUTS TAINTOR POSITIVE SAW SET 


FOSIER¢ 


Personal Service * 


} CAPSCREWS 


‘ in Big Business 


All Steel 
Fully Guaranteed. 






Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections of 


the county STRATTON 
The Foster Bolt & Nut Mfg. Company H A N D L E S 


For Small Tools, Utensils, Electrical Goods, Etc. 





Send for Free Book. 


TAINTOR MFG. CO., 113 Chambers St., N. Y. City 











CLEVELAND CHICAGO ‘ i 
a Enameling, both beked end ei dried. 
Te, Ho sg ad Pray STRATTON MFG. CO. Stratton, Maine 














position may be 
listed for you in 


the 


lassified Section 


eet (ei 
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Best Known — Most Used 
Hose Clamp in the Industry! 


Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 
good quality and the equi- 
table and square sales policy 
under which they are dis- 
tributed. 

Your guarantee is the name 
“Universal” stamped on 
each clamp and printed on 
each carton. Look for this 
name when you buy and be 
sure you get what you ask 
for. 

Their size adaptability, ease 
of installation, leak preven- 
tive feature and _ rust-proof 
construction make them all 
that a good clamp should be. 
Universal clamps are manu- 
factured from cold _ rolled 
steel wire—not strap. Their 


CP wei slielaiaieiatie 


edges are smooth. Every 
clamp is  “Electro-Galvan- 
ized.” 


One size—1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clamp 
adapted to 4 to 1% in. ad- 
justability. 


Universal 
Industrial Corp. 
Hackensack, N. J. 


HOSE 





Patents Granted 
March 20, 1917 
March 1, 1921 


CLAMP 
Adjustable to Lit arvy hose of any Ste 


G. F. Wright Steel & Wire Com- 
pany, Worcester, Massachusetts, is 
publishing a new general catalog. It 
is a practical book of help and value 
to the hardware jobber and retailer. 


Gladly sent to your firm upon 
request. Write for it today. 





G. F. WRIGHT STEEL & WIRE CO. 


Manufacturing 


Hexagonal Netting, Wire Cloth, Clothes Lines, 
Fruit Tree Guards and Wire Lath. 


WORCESTER, MASS. 





UPERIO 


WIRE PRODUCTS 
a ianiatilialiiiidieeeen 




















= CHICAGO)-~ 
SPRING HINGES 


(A Type for Every Requirement) 


Architects 


nd 


Builders 


Those who want the 

| best, when building, 
specify and use Chicago 
“Triplex” Lavatory 
Spring Hinges. 











Type 2242 
“Triplex” Lavatory 
Spring Hinges 


Dealers who sell these hinges may expect 
satisfied customers and repeat orders. 


Send for Catalogue No. H-42 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 


S. A. 

















Standard of theWorld 


for Overa Quarter @ntury 


A quarter century, and more, of Su- 
premacy is the proud record of Grand 
Rapids All Steel Sash Pulleys—the prod- 
ucts of thirty years of specialization. 





















An overwhelming majority of all buyers of 
pulleys use ‘‘Grand Rapids’’ exclusively 
because they are unmatched in strength, 
ease of operation, longevity and economy. 


The Grand Rapids All Steel line is Com- 
plete—in this line only can you obtain 
the large Lubricated Cone Bearing Pul- 
leys, self-gligning and noiseless. 


Let us prove why you, too, should stand- 
ardize on the Grand Rapids Line. 


Grand Rapids Hardware Co. 
558 Eleventh St. 
Grand Rapids, Mich., U. S. A. 


GRAND RAPIDS 


HARDWARE COM PANY o> 
ee 


ALL ~ STEEL io en 






eo” a 
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The STENCILOR 





Every hardware dealer recognizes the value of 
goods well displayed. 


If merchandise thus displayed is so important, 
why not give the same consideration to Neatly 
Lettered Signs, Show Cards, Price Tickets and 
Streamers, to “tie up” with the display? 


Anyone can make them with a STENCILOR. 


DISPLAY MATERIAL COMPANY 


774 Grand Ave., ST. PAUL, MINNESOTA 
Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. Y. 

Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, Ont. 




























vi 

The Saw Test 

—proves that the oo holte cannot 
e sawed. Made in 

A and mortise, 

front and store 

door patterng. 














VAULT 
mor LOCK 


It is guaranteed bur- 
glar-proof — it makes 


security doubly sure— 
it sells without effort. 


Francis Keil & Son, Inc. 
401-425 KE. 163rd St. 
New York 


1876 
A Half Century of Progress 
1926 














For the Life of a Lawn— 


The New 


SHERMAN DIAMOND 


HOSE NOZZLE 


A perfect attachment made of 
heavy wrought brass for cov- 
ering more ground in less 
time. It throws more water 
farther —thus shortening 
important hours of lawn and 
garden sprinkling. A larger 
nozzle with a larger stream and 
a volume spray. Water-tight 
shut-off. 





%” Size 
Only 


Order a dozen Diamond Nozzles 
2s display carton featuring ‘“Per- 

Spray ” from your Jobber. 
Indiv ually wrapped in tarnish- 
proof paper. 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, MICH. 





= Look for the tag, carrying our name, at the end of every roll! 


a The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City 





Georgetown, Conn. 


Chicage Kansas City 
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AN 


Quick Service 


Quick service in securing ATLAS 
Tacks and Small Nails may hold 
the customer. 





Immediate shipments right from 
stock—from either Fairhaven, 
Mass., St. Louis, Mo. 


The largest and oldest manufactur- 
ers of Tacks, and Small Nails, in 
the world, assures dealers of prompt 
service as well as known quality. 


Send for complete catalog. 


— K-— 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 


The largest and oldest manufacturers of Tacks 
and Small Nails in the world, 


Established in 1810. 





Sell the Best 





® setlin eee HARDWARE 
3 For Hard-wear 
Formorethan 50 years 
9 fens Bommer Spring Hinges have main- 


tained their leadership and proven 
their superiority over all others. 


] They have kept pace with the 
times, because they have been 
kept up with the times whenever 
improvement was possible. 


BOMMER 


SPRING HINGES 


ARE THE BEST 


Replenish your stock with Bommer. 























They are in universal demand—are 
quickest to sell—easiest to apply and 9 B 3 
the most satisfactory spring hinges (ie) (e] 
made. ne 
Your Jobber handles them. (e 9 
Send for New Catalog 50. It is a re) fe) 
big help in ordering. 
Oo -_—j O 
— ned 

















Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 








FOR 64 YEARS A NAME REPRESENTING 


Quality and 
Service 


GW 


Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 
Hardware—Pole Line Ma- 
terial—Track Bolts—Track 
Tools—Car Forgings. 


GALVANIZED or PLAIN 


Gw9 


OLIVER IRON AND STEEL CORP. 
Pittsburgh, Pa. 

















Business Is Good 


for 


STEINMAN HARDWARE CO. 
LANCASTER, PENN. 





BECAUSE they properly display their merchan- 
dise on Heller equipment. 

Having successfully helped thousands of Hard- 
ware dealers make more money, prompts us to 
urge you to write us about your merchandising 
problems. No cost or obligations to ask for and 


receive our suggestions. 
MAIL THIS TODAY 


700 B t St., Montpelier, Ohi 
W. S. Heller & Co. 20 laa St.. New York City 


er I WN Sih 0 nb05-6 6 cbs bas see weDEicvcesea Geesens 
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THE (([(0) UNIVERSAL 


“Takes the guess out of key cutting” 





The only machine in existence that is universal 
in its application, in that it will cut keys from 
number by code, or duplicate from sample key, 
without the necessity of changing the cutter for 
different makes of locks and eliminating guide, 
depth, and gauge keys. 


(i INDEPENDENTIOCKCO.(D 


Fitchburg, Mass., U. 8S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 


Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Etc. 





| TACKS 


When Tacks are so good that the 
same customers always ask for 
the same brand, there must be 
something about them to merit 
so many repeat sales. 


In Baur Tacks there IS. We take 
pains to see that their Quality is 
always up to the Baur Standard. 


That’s why Baur Tacks have 
earned such a lasting reputation. 


Send for SAMPLES. 


BAUR TACK COMPANY 
Indianapolis 
1419 Standard Ave. 





[Paes | 


Our complete line also includes Staples of every descrip- 
tion. Double Pointed Tacks, Basket, Clout and Trunk Nai 





Write for Samples and Prices 











Sell PIPE CUTTERS 
that give Real Service! 


Stand up under toughest work. Improved 
design. Made of highest quality materials. 


Equipped with knife blade cutter wheels. 
(pL) Write for new Catalog. 
ARMSTRONG BROS. TOOL CO. 


Barnes Type 314 N. Francisco Ave., Chicago, U. S. A. 


Saunders Type 











Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 








Welding Compound is best by ever) 
test. Makes welding of any steel a« 
easy as Iron. Stock it and increase 
your sales. 
Made only by 
ANTI-Borax ComPpounn Co 
Fort Wayne, Ind. 














Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


D. Landreth Seed Co., Bristol, Pa. 











Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retai] Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c -_ sone aga Stores carrying hardware in the 
United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnish- 
ings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is — 
pensable in economic direct-by-mail — work and also 
helpful guide for salesmen's calls. ery sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current Eighth Edition. 


Hardware Wholesalers find Verified LAist of great value in 
“checking’ thetr retail prospect records. 
$12.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th Se. New York, N. Y. 
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R. Murphy’s Paper Hangers’ Knife 





Using only the best crucible steel and expert craftsman- 
ship has maintained the leadership of Murphy quality 
for over seventy-seven years. 


ROBERT MURPHY’S SONS CO. 
Established 1850 


Oyster Knives Kitchen Knives 
Rubber Knives Pruning Knives 
Pattern Makers’ Knives and Handles 


Send for Catalogue MASSACHUSETTS 


Shoe Knives 
Sloyd Knives 
Paper-Hangers’ Knives 


AYER 





Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 
°The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog 
C. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








BITS LEAD 


their own way through! 


Heavy construction calls for a bit 
that will stand the gaff. Bridge 
builders, miners, contractors, rail- 
road and shipyard workers need 
the Snell Construction Bit. 

Write today for folder and price list. 

















BiT 
Snell Manufacturing Co., Fiskdale, Mass. 


Sales Representatives: John H. Graham & Co., 113 Chambers St., 
New York City 


This Handsome Metal Display Cabinet 
Free with Every Premax Order 


There’s no time like the 
present to cash in on 
house numbers. Write us 
for full details on this 
modern sales method and 
its complete assortment 
of Premax House Num- 
bers, including the popu- 
lar Hy-Caste and De- 
Luxe Models. 


PREMAX PRODUCTS 
NIAGARA METAL STAMPING 
CORP 


Dept. HA-6 
Niagara Falls, New York 





1 
WEAR 
aes qcon 


st 


The Premas Houseful 
ereates sales and 
keeps your stock of 
numbers clean end 
























Moore 
Thumbtack 
Counter Displays 


Dealers 
All Nickeled Steel 18-5¢ biks $ .55 
or Enamel Colored 18-1fe “ $1.10 
or Brass Thumbtacks 18-10¢ “ $1.10 
Send for Illustrated 
Folder and Price List 
including Celluloid Cov- 
ered, Marking & Num- 
ered Thumbtacks. 


Moore Push-Pin Co. 
(Wayne Junction) Philadelphia, Pa. 
Your Customers Ex- 
Assorted Brass, Enamel _.. ae 
Colored and Nickeled Steel.| and Hangers Used 
(Style ““K’”? No. 4 18 blocks) |im Nearly Every 
Special ...........8 .90 |Home. Est. 1900. 












































Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself, 




































WHEELBARROWS 


Exclusive features of design and construction put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other 
Bull Frog barrows, carts and scrapers for every garden, 
farm, mill, mine, contracting and industrial use. Write for 
catalog. 





THE TOLEDO WHEEL- 
BARROW COMPANY 
Toledo, Ohio 


Branch Offices and Warehouses 
Philadelphia 
223 North 12th St. 
Chicago 
69 E. Wacker Drive 





Fastest Selling Clothes Closet Hook 


Home owners, builders and everyone wants 
DACOR six in one clothes hooks. Holds six 
coat hangers without crowding or slipping, 
finished in lacquered brass. Sells in sets 
of 3 or 12, complete with screws. 


SEND TODAY for display box 
of one dozen DACOR hooks if 
they are not in your stock now. 
Watch how fast they sell. 


DAVIS TOOL & ENG. CO. 
6481 Epworth Blvd., Detroit 
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Classified Opportunities 





Classified Advertising Rates 
Opportunity Exchange Section 
Set Solid, Minimum of 5 lines..... $3.00 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 

BOXED DISPLAY RATES 
MO (fsh% bene pause aesncenne <a 
Each additional inch 


Positions Wanted Advertisements 
$5.00 50% off rates quoted 





Address your advertisements and replies to 
Hardware Age, Classified Oppor- 





Each additional line........... 60 
All Capitals, Minimum of 5 lines.. 4.00 


Average 10 words to a line 
Allow One Line for Keyed Address 








Discounts for Classified Advertising 
Each additional line........... 80 4 insertions, 10% off; 8 insertions, 15% 
off 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. } 
‘ _t 


tunities, 239 West 39th St., New 
York City 





Harpwarke AGg is published each Thursday 
Forms close Nine Days previous to date of 
publication 














BUSINESS OPPORTUNITIES 








DO YOU WISH TO RETIRE? 


We are prepared to purchase your entire stock on a cash 
basis, no stock too large. Please preserve this Ad for 
future reference. Wire or write. 

DIXON HARDWARE CORP. 
294 Lafayette St., New York City 














Old established hardware store for sale. Invoice around $10,000. In 
business over forty years in same building. Town of 2,000 located in 
good farming community on three Railroads in Northern Indiana. An ex- 
cellent business opportunity. Reason for selling, senior member of firm 
died recently. _ Address Box H-637, care of Harpware Ace, New York. 

FOR ‘Si AL LE. Thriving havéware buplnces in village surrounded by pros- 
perous farming community; adjoins State Institution where ten million dol- 
lars will shortly be spent. Stock and fixtures will invoice near six 
thousand. Best of reasons for selling. Communicate with Curie & Miller, 
Wooster, Ohio. 





AN OPPORTUNITY IN. “FLORIDA, Hardware Business for sale; 
established 12 years in growing tourist town in Central Florida. Good 
clean stock and up-to-date fixtures. Will require $25,000 to handle. No 
trades considered. Investigation is invited. Address Box H-641, care of 
IlAnpware Ace, New York. 


FOR SALE. Small Hardware and Gasoline Filling Station, located in 
Minnez apolis, Minn. and on Busy Street, splendid opportunity. $9,000 
cash will handle building and stock. Owner wishing to retire. Address 
A. FE. Kraft, 3921-42nd Avenue, S., Minneapolis, Minn. 








FOR SALE or exchange for ‘business in New Jersey. Country home 
near Toms River, New Jersey. 19 acres—eight room house with improve- 
ments. Five poultry houses—garage—fruit trees—splendid climate—soft 
water bathing—Value $9,000. Address W. K., Box 103, Bayville, N. J. 





GOOD STOC K OF HARDW ARE FOR SALE, in medium size town. 
on Railroad and good State Highway, good School and Churches, good 
farming country to draw from, Stock and Fixtures, $10,000. Good reason 
for selling. Address Box H- 643, care of Harpware Acre, New York. 








WANTED to buy a good ‘five Hardware Store within 100 miles of Al- 
hbany. Stock to inventory about $10,000. Address Box H-645, care of 
Hiarpware Ace, New York. 


—WANTED TO BUY:—Revolving Nail Bin, Screw Case and Bolt Case. 


Price must be right. Advise what you have to offer. HIGH HARD- 
WARE COMPANY, Fort Worth, Texas. 


HELP WANTED 














Wanted — Experienced Hardware Men 
Men of proven ability—Salesmen, Managers, Quotation Men, Esti- 
mators, Stock Clerks. Order Clerks, Shipping Clerks, Packers, 
General workers and all office help. 
ABBYE EMPLOYMENT AGENCY, Ine. 
Remington Building 
118 West 42d Street Bryant 7374-5-6 
M. Herbert Godschalk, Director—Hardware Division 








od 








HELP WAN TED 


WANT ED: _ wo hardware clerks. Must have a ‘ial idea of hardware 
business. Good jobs for one willing to work. State salary and experience. 
Business located in Westchester County, 20 minutes from New York City. 
Address Box H-646, care of Harpware AGE, New York. 


POSITIONS WANTED 














HELP SPECIALISTS 


FOR va HARDWARE —e 
MALE AND FEMA 

EVERY APPLICANT INVESTIGATED AND GUARANTEED 

FOR TEN TIMES THB WEEKLY SALARY INVOLVED. 
ABBYE EMPLOYMENT AGENCY, INC. 

Remington et 

113 os 42nd Street ryant 7374-5-6 

M. Herbert EP. Division. X 














Salesman with large. acquaintance among Hardware 
Cutlery and Paint Jobbers, Premium, Mail Order and 
Syndicate Trades, desires to establish himself perma- 
nently with a reliable manufacturer. Have over 20 years 
successful selling among trades in all territories. Age 
41, married, pleasing personality. Address Box H-621, 
c/o HARDWARE AGE, New York. 





Good hardware men are hard to get because they are always employed. 
Here’s one A-1 hardware man who wants to make a change on account 
of circumstances over which he has no control. If you are in need of 
a real honest-to-goodness hardware man who knows the business and can 
produce results—wire me. I shall expect a real salary because I am a 
real hardware man. Prefer inside work as an executive. E. B. Henderson, 
403 Asnold Ave., Greenville, Mississippi. 





AVAILABLE SEPTEMBER FIRST. Experienced retail hardware 
executive with successful record of seventeen years, desires new connec- 
tion. Has managed business doing $250,000 annually in mill supplies, 
housefurnishings, shelf hardware and specialties. Student of modern 
merchandising and display methods, Metropolitan territory preferred. 
a particulars. Address Box H-636, care of HarpWAre AGE, 
New York, 





SALES REPRESENTATIVES WANTED 


SALESMAN calling on hardware and department stores, to sell quality 
aluminum ware in Southern Ohio, another one for Indiana, one for West- 
ern Pennsylvania, one for Missouri and Southern Illinois, and one for 
Kansas; commission basis with protected territory and direct-by-mail cam- 

aign support. Write fully. giving qualifications and references. Address 

ox H-644, care of LHArpwWArE AGE, New York. 


WAN TED—SALESMEN SIDE [.INE—Salesmen now selling to the 
automobile accessory and eng trade in the United States and Canada 
can add greatly to their income by featuring our Piston Rings as a side 
line. Write for details. KEYS PISTON RING COMPANY, 3513 
Choteau, St. Louis, Mo. Established since 1913. 




















EXPERIENCED TOOL SALESMAN hy Manufacturers’ Sales Agency, 
selling high grade too's and hardware in New York Metropolitan District. 
Should be acquainted with retail trade. Liberal commission. State full 
particulars. age, experience and references. Address Box H-642, care of 
Harpware Ace, New York. 





WANTED:—Experienced general hardware clerk. Write giving age, 


exrerience and salary expected. HOLDER HARDWARE COMPANY, 
Bloomington, Ill. 





MANUFACTURER OFFERS ATTRACTIVE PROPOSITION to 
salesmen calling on Hardware Jobbers and Dealers to sell Lakewood Air- 
Tight, Moisture-Proof Weatherstrip on commission. Address Lakewood 
Rubber Products Co., 3831 St. Clair Ave., Cleveland, Ohio. 





SALESMEN WANTED—Kentucky, West Virginia, Tennessee. Ala- 
bama, Missouri and Arkansas. Wrought Iron fireplace goods, 10 per cent 
commission. Write details. Hoboken Wrought Tien Andiron Co., 1330 
Grand Street, Hoboken, N 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


Large New England Clock and Watch concern would like to connect 
with first-class salesmen to carry our line as a side-line ir the South and 
Middle West. Strictly commission basis. Best of references required. 
Address: INTE RNATIONAL CLOCK & WATCH COMPANY, 93 
Federal Street, Boston, Mass. 








COMMISSION SALESMAN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 





represented. Address Box H-638, care of HArpwAre Ace, New York. 
WANTED—Sales representatives to sell entirely new model V-W 
Window Ventilator. Excellent sales proposition. ither whole time or 


side line. Address V-W VENTILATOR COMPANY, 2830 A. I 


Building, Columbus, Ohio. 





Manufacturer of builders’ hardware has an opening in Chicago and 
vicinity territory. In replying, state lines now carried and houses repre- 
sented. Address Box H-631, care of Harpware AGE, New York. 





‘Manufacturer of builders’ hardware has opening for representation in 
several Southern States where trade has been established. In _ reply- 
ing state exact territory covered, lines now carried and firms represented. 
Address Box H-647, care of Harpware Ace, New York. 


SALES REPRESENTATIVES WANTED 








SALESMEN now selling to Hardware and Department Stores to sell 
well established high grade line Trellises, Lawn Furniture, etc. Protected 
territory now open _in New England, Middle Atlantic, Southern and Mid- 
Western States. Our liberal commission = makes this an unusual op- 
portunity. Address Box H-622, care of HArpware Ace, New York. 





Commission salesman in every state by manufacturer of hardware 
specialties and auto accessories, to call on retail trade and exhibit and 
sell at fairs and exhibitions. Mention territory now covered. Liberal 
commission and splendid opportunity for big income. Address Box H-628, 
care of Harpware AGE, New York. 





SALES REPRESENTATIVES wanted to handle side line of two items 
to be sold to Hardware jobbers and dealers and to department. stores. 
Both new items. Advise territory covered and other lines carried. Give 


references. MORSE MFG. CO., INC., 510 S. Clinton St., Syracuse, N. Y. 


SALES ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVE, with office, Sample Room 
and Warehouse Space, in Vancouver, British Columbia, is open to consider 
additional lines for four Western Canadian Provinces. Will be in Eastern 
United States early in September. Address Box H-640, care of Harp- 
ware Ace, New York. 

















The 


The Chalk Line That’s Always Ready—AND PROFITABLE! 


THE new Eastman Ever-Ready Chalk Line 
is a convenient time and labor saving item 
that registers an immediate appeal. 
At but slight cost to yourself you can test out 
the profit-making power of this new 50 foot 
line, reeled inside a nickel plated, dust proof 
case, holding a generous supply of powdered F. 
chalk which keeps the line always white. En- 


EASTMAN Ever 


tirely eliminates old method of chalking by hand. 
Whenever you have calls for chalk lines, sell 
Eastman Ever-Ready Reels. 

You'll be surprised at your difference in profit. 


Price $1.25, your discount 40% 


RYAN & CO. 
342 suntinen Ave., New York City 


Ready CHALK LINE 








ware Age. 


HARDWARE AGE, 


Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 
or Salesman with some responsible Hardware company. 

And right now some one may be looking for you. 

The best meeting place is in the Classified Opportunities Section of Hard- 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to , 
Classified Opportunities Dept. 
239 W. 39th St., New York 








SAMSON CORDAGE WORKS 


MANUFACTURERS OF SASH CORD, CLOTHES 
BRAIDED CORDAGE | LINES, SMALL LINES 
AND COTTON TWINES ETC. 007 0p CHALE 


SOSTON MASS. 


ast: 
SN 














Permanent magnet which holds 


Robertson “Horseshoe Magnet” H 
obertson Horseshoe Magnet Hammers 
a “~, —— 

20 

ing. Awarded the Silver Medal —<——<— 


(the highest offered) at the Panama-Pacific Exposition. 
Good profit. 
Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











BROWN @ SHARPE 

BS" 
Made Best 

They Give Complete Satisfaction 


E MARK atalog on request 


BROWN & SHARPE 


AY | ck @ pal ©. OF Sa coh ater 





HACK “TEE NOX” saws 
sony CD | cscs 


UNIFORMITY 
“The Jools in Lhe Plaid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS ~ BAND SAWS = SCREW ORIVERS - GLASS CUTTERS 











; 
¥ 
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MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 


2411 N. 10th St. 









GIANTGRIP BIT BRACE 
Matches the Very Best in Quality 


Here is a tool you can compare 
with the very best there is, no 
matter what the price. Regard- 
less of how much more you pay 
you can’t get a bit brace that will 
give you -more satisfactory or 
longer service. Fully 
guaranteed. 10” sweep. |p.opesial Fgatures: 
List Price, $4.50 en easy 
bits tight; impos. r 
Write for catalog and discount. sible for bit to stick 
Choice territories open in 
for live distributors 
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Sold by all leading 
jobbers. 











on No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 








St. Louis, Mo. Unitrep Harpware & Toot Corp. 
74 Reade St. NEW YORK U. 8. Pat. Pend. 
Give them PHENIX QUALITY — om 
In Screen and Storm Sash x" \ a 
Hangers and Fasteners 
Phenix Storm Sash Hangers ané Sharp Steel 
Seaoonene are simplest, handiest. eae- Point ™ aw 
fest applied, most The Nail Cannot 
Serge rary md f+ lie} Fall Out 
ey sell best. New Raat ‘ i, 
eh setr Mgent s QUICK SELLERS nl 
them in a class because the best Toot Heavy 
ae ae cummen that can be made! Tempered er 
-day r St uere 
showing full GRAFFCO Pushpins — Pain ‘Brass 
>, ie GRAFFCO Picture 
Hangers 
oo 
2 


Write for new, complete catalog. 


GRAFF-UNDERWOOD CO. 
52C Washburn Ave., Cambridge, Mass. 








Wire Products 


for every need 


Nails of all kinds, Staples, 
Cambria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 

















BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


BETHLEHEM 


look for the full name 


Russell Jennings 





Auger Bits 
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Russell Jennings Mfg. Co. 
Chester, Conn. 











Stop in 


We will be glad to help you 
with your sales problems. 


Hardware Age, New ig ig 
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====\\==n: MODERNIZE 
Se STORE METHODS 
= Sets 
SRI To provide adequate storage facilities for 
>" shelf stock—to make it accessible and con 


venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
S CUSHION TIRE STORE 
Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience 
efficiency One style only—neat of design— 
attractively finished—any height — 
easily installed—meets most 
requirements. Circular 
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re, Bob. = 
Kester is the one brand of Solder 
with a package for every need” 


That’s the beautyofthe Kester line. Youcan always 
satisfy every customer’s soldering requirements. 
For instance, there’s Kester Metal Mender for 
the housewife and the home tinkerer. Itsells easily 
to this group because it’s easy to use —and it’s the 
only kind of solder that gives them perfect results. 
Then for the mechanic, the farmer, and the handy 
man there’s the spool of Kester acid core Solder in 
one, five, ten and twenty pound sizes. The larger 
user, of course, buys the larger package because 
he gets more solder per dollar. 
Li fers And for the radio fan who builds his own there’s 
Ail: "] 4} Kester Radio Solder with pure rosin flux, the only 
ill safe solder on the market. The larger packages 
of Kester rosin core are just the thing for delicate 
electrical work, and sell quickly to electricians 
and telephone companies. 

So remember, Bob, always feel conscious of the 
OY (aa entire Kester line when a customer asks for solder. 
f i th (90s: Hand ’em the package they need. That’s the way 
NUM | (eee to do a clean profitable business that gains us 
good-will. 

CHICAGO SOLDER CO., 4205 Wrightwood Ave.,Chicago 


KESTER=— 


Self-Fluxing 
Solder 
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Get 
Long Distance... 





BusINESS IS INCREASING its use of 
Long Distance. Many concerns do 
millions of dollars’ worth of buying via 
the telephone lines. Important indi- 
vidual sales. Weekly calls to preferred 
lists of dealers or customers. Special long 
distance selling campaigns. And for 
stubborn collections. 

Wherever the telephone is used, it 
saves the costly time of waiting. Decreases 
the expense of traveling. Smooths out 
tangles and delays. Cuts the red tape of 


BELL LONG DI 





or AuGusT 18, 1927 _ 








the boats are 
coming in 


THE EXECUTIVES Of a large New York 
fish company do not wait for their 
steam trawlers to come in from the 
fishing banks. While the boats are 
hundreds of miles at sea they are 
notified by wireless of the size and 
nature of the catch. With this 
information at hand, long distance 
telephone calls are made to big deal- 
ers throughout the eastern section 
of the United States. The cargo is 
sold before the boats reach the docks. 


bickering. Increases business. Long dis- 
tance calls get things done with less fuss 
and fewer dollars. They put order and 
good results into a business. One of the 
best things about Long Distance is, it 
will nearly always cost less than you 
think. What distant call would be help- 
ful and profitable now?... Number, please? 


STANCE SERVICE 
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a New 


ADA 
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An entirely new principle 
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2: 
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and these features: 


Four tuned circuits - » ’ "ae ar see 

Single drive—one control « « +» + + + + + 
Full floating tube shelf ¢ * + + + + + + + 
Drum type illuminated dial —calibrated in wavelengths 
Solid Mahogany cabinet —artistically high-lighted « - 


TWO SECTIONS—SECTION 


TWO 


- Freshman 
EQUAPHASE 








A Freshman development — licensed under patents; 
RCA~—General Electric Co., — Westinghouse 
Electric & Mig. Co. and American Tel. & Tel, Co, 











The perfected Haag Vortex 











The sensational Haag Eighty 


Also available with built-in 





Also available with built-in 
4-cycle gasoline motor. 


4-cycle gasoline motor. 


Sell Easiest in Competitive Demonstration 


HE new 1927 line 

of Haag washers has 
found enthusiastic ap- 
proval among dealers 
and resalesmen all over 
the country. Our deal- 
ers tell us that never in their experience have 
they seen any machines that sell so easily as the 
perfected Haag Vortex and its companion, the 
sensational Haag Eighty. 
And no wonder! Both of these new models rep- 
resent the highest development of the designing 
and manufacturing skill of the Haag Brothers— 
who for 16 years have been outstanding pioneers 
in the industry. 
The perfected Haag Vortex is truly the finest 


machine money can buy. It is an aristocrat—in 





— pronounced Haig 


looks, in design, in per- 
formance. 

The new Haag Eighty 
is a positive sensation. 
It is the biggest value 
in a high-grade moder- 
ate-priced washer ever offered to the public. Like 
its big brother, the Haag Vortex, the Haag Eighty 
is far in advance of the field in design, appear- 
ance and quality. 

You owe it to yourself to find out the facts about 
the Haag line. Don’t let the other fellow grab 
the easy profits that are rightfully yours. 


ae0e¢ 


Wire or write today—and we will send you our 
new catalog, and full information about prices, 
discounts and other details. 





HAAG BROTHERS COMPANY, PEORIA. ILL. 
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Trail - Blazers of Business 


’ MAJESTIC - 
; HOTCAKE & WAFFLE IRON 
makes 


WAFFLES 


HOTCAKES 


The first one there gets the glory and the credit. It’s the same in business as 
it is in anything else. The pioneer, whether merchant or manufacturer, blazes 
the trail, gets the jump on his competitors and, by keeping everlastingly on the 
job, holds his leadership. Majestic created and pioneered a line of good elec- 
tric appliances, and by constantly improving them, maintains its leadership. 
Dealers who feature Majestic products are the dominant retailers in their com- 
munities because they handle a real line and get real service and support from 
the makers. Hitch your sales wagon to the Majestic Star, and you, too, will 


feel the thrill of leadership. 
MAJESTIC MAJESTIC 


Hotcake & Waffle Iron MAJESTIC Reflector Heaters 


—a specialty that sells 
like the wonderful hot- 
cakes and waffles it 
makes. It is a_ staple 
item, too — sells every 
day in the year. Many 
exclusive features that 
are big selling points— 
reversible grids, guaran- 
teed heating element 
and others. 


The outstanding superi- 
orities of these heaters 
—horizontal heating ele- 
ments for correct focus 
and longer life, dead-air 
Space between reflector 
and back, to keep heater 
always cool—are pat- 
ented, features that re- 
duce sales-resistance to 
nothing. 


MAJESTIC ELECTRIC APPLIANCE CO., Incorporated poe 
San Francisco Kansas City Philadelphia if: | 
The Famou s Majestic Line |*} | 
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HIGH WATTAGE 





















































WATER PORTABLE oO E/ 5 AND WATER 
TER HEATERS HEATERS HEATERS WAFFLE IRONS | | | 800M HEATERS ANI 
HEATERS HEATERS We : J WATER HEATERS HEATERS 
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Balkite has pioneered 





Contains no battery. A complete 
unit, replacing both “A” and “B” batteries and supplying 
“A” and “B” current directly from the light socket. 
Operates only while the set is in use. Turn it on and 
the set operates. Turn it off and you’re through. Two 
models: “AB” 6-135, 135 volts “B” current, $59.50. (“AB” 
6-135R, for 25-40 cycle current, $69.50.) “AB” 6-180, 180 
volts “B” current, $67.50. 


é i 

Contains no battery. The 
same as Balkite “AB” above, 
but for the “A” circuit only. 
Will serve wherever 6-volt 
“A” batteries are now in use. 
Not a battery and charger 
but a perfected light socket 
“A” power supply. One of the most remarkable de- 
velopments in the entire radio field. Price $32.50. 





Balkite 

Has the longest lifein radio. The 
accepted tried and proved 
light socket “B” power sup- 
ply. Has probably the long- 
est life of any device in radio. 
The new “B”-135 and “B”-180 
include new improvements 
making their condenser ca- 
pacity far greater than usually 
found in anycommercial “B” power supply. Three models: 
“B”-W, 67-90 volts, $22.50; “B”-135, 135 volts, $32.50. 
(“B”-135R, for 25-40 cycles, $37.50.) “B”-180, 180-volts, 
$39.50. Balkite now costs no more than the ordinary “B” 
eliminator. 





Standard for “A” batteries. 
The standard charger for ra- 
dio “A” batteries. Noiseless. 
Can be used during recep- 
tion. Prices drastically re- 
duced. Model “J,” rates 2.5 
and.5 amperes, for both rapid 
and trickle charging, $17.50. 
(Model “J’-R, 25-40 cycle current, $19.50.) Model “NN” 
Trickle Charger, rate .5 and .8 amperes, $9.50. (Model 
“N”-R, for 25-40 cycle current, $11.00.) Model “K” 
Trickle Charger, the most popular of all chargers, $7.50. 





FANSTEEL PRODUCTS CO., INc., NORTH CHICAGO, ILL. 


Balkite 


Radio Power Units 








F IRST noiseless battery charging. Then success- 
ful light socket “B” power. Then trickle charg- 
ing. And today, most important of all, Balkite““AB,” 
replacing both “A” and “B” batteries and supplying 
radio power from the light socket. The great improve- 
ments in radio power have been made by Balkite. 

This pioneering has been important. Yet alone 
it would never have made Balkite one of the best 
known names in radio—nor have made Balkite the 
leader in the radio power field. 

Balkite has become the leader because over a 
period of years Balkite has built a record of per- 
formance at the hands of its owners unequalled in 
radio. Because with 2,000,000 units in the field 
Balkite has a record of freedom from trouble seldom 
equalled even in the oldest and most soundly estab- 
lished industries. Because Balkite Radio Power Units 
last longer than any other devices in radio. Because 
Balkite is today synonymous with quality. 

Balkite has pioneered. But not at the expense of 
the public, nor of the radio trade. Balkite owners 
have been satisfied owners; Balkite dealers have al- 
ways made money. No Balkite product has ever 
failed to be a best seller. 


but not at the expense 
of the public or the radio trade 


r) 


Balkite success has been based on the Balkite prin- 
ciple of electrolytic rectification. This principle is so 
reliable that it is today standard on the signal sys- 
tems of most American as well as European and 
Oriental railroads. It is the principle that has enabled 
Balkite to do away in rectifying current with tubes 
and their uncertain output. It is this principle that 
accounts for Balkite long-life, that makes Balkite 
radio power units permanent pieces of equipment. 


A r -$4% 
a | ‘Jag 


Time was when one radio device looked as good 
as another. And every device sold that later turned 
out to be a failure cost the radio dealer money. To- 
day there is no longer any need for gambling with 
your own or your customer’s money—you need no 
longer sell experiments. Balkite—the tried and re- 
liable—offers you a complete line, to serve all 
requirements, at the lowest prices in Balkite history, 
backed by one of the largest advertising campaigns 
in radio. Concentrate on Balkite and make money. 


FANSTEEL PRODUCTS CO., INc.. NORTH CHICAGO, ILL. 


Balkite 
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Radio Power Units 

























\Gold Seal 


Radio Tubes 


ALL STANDARD TYPES 


GOLD SEAL ELECTRICAL Co. 


INCORPORATED i Type — 
gh power tubes for use 
250 PARK AVENUE, NEW YORK inlet stant Giecdionn- 
Jobbers—some valuable territory still open. plification giveincreased 
Write for details of our attractive proposition. volume. List price $4.50 





Type GSX-213—Rectifier tube, 
designed to accomplish full 
wave rectification of alternat- 
ing current (a. c.) to direct 
current (d.c.) List price $5.00 


Type GSX-201a 
The popular general pur- ; 
posetype,for amplifieror } 
detector. Long life and 
high efficiency. 

List price $1.75 

















RADIO 


Little town or big town 
the story 1s the same 


ITH no object except getting the FACTS, the 
American Press Association made a survey this year 
among the newspapers of 6,o00 towns under 25,000 
population. 
The newspapers, in turn, had the radio dealers of their 
towns answer the questions. 
Result of the most important question: 
Q “What radio set ts the best seller?” 
A Atwater Kent FIRST—by more than 2 to J. 


In small towns as well as big towns, merchants who 
concentrate on Atwater Kent Radio concentrate on the 
radio people really want and buy. Figures as well as com- 
mon knowledge prove it. 


ATWATER KENT MANUFACTURING COMPANY 
4736 WISSAHICKON AVE. A, Atwater Kent, President PHILADELPHIA, PA. 


EVERY SUNDAY EVENING: — The Atwater Kent Radio Artists bring you their 
summer programat 9:15 Eastern Daylight Time, 8:15 Central Daylight Time, through: 


WENN 6 ars 3s 31S s28 6 New York MAA Sos era ee 0 8g Buffalo 
ae ae ee ee Boston Or ae ae ee ee Davenport 
 <e.cereres o Washington ROSE tae ae pe ae St. Louis 
MES oath ee ae Cincinnati eR eee eee Detroit 
a a Soe 6 ee Chicago GE ink aie pes Mols.-St. Paul 
a re ee Pittsburgh ee ee Schenectady 


Prices slightly higher from the Rockies West, and in Canada 
Write for illustrated booklet of Atwater Kent Radio 








MopEL 35, six-tube, OnE Dial Re- 
ceiver. Crystalline-finished cabinet; 
gold plated ship-model name plate, 
decorative rosettes and power supply 
switch. $65. 






Mopvet E Rapto 
Speaker. The result of 
nearly three years’ labo- 
ratory work. Faithfully 


covers the entire range + : ‘ z . 

of musical tones, from Mover 30, six-tube, One Dial Receiver. Monet 33, six-tube, One Dial Receiver. 

the lowest to the high- Solid mahogany cabinet; gold plated name Antenna adjustment device assures unusual 

est register. With 9 feet late, power supply switch and vernier selectivity. Solid mahogany cabinet; gold 

of flexible cord. $30. nob. plated name plate, power supply switch 
and vernier knob. $90. 





ATWATER KENT 














Mopet H Rapto 
Speaker. Entirely of 
metal. Crystalline 
finished intwoshades 
of brown. With 9 feet 
of flexible cord. $21. 
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This Great Plant 


— is back of all 


— Sentinel, 


—= Completely Automatic. 


ABC —— AA 


eer factors contribute to the outstanding success of Sen- 
tinel Radio Power Units. America’s foremost electrical 
engineers created and developed them. The highest skilled 
craftsmen obtainable are employed in their manufacture. 
Only first-grade materials are used, and the finest facilities of 
an ultra-modern plant make possible products which are 

peerless in their field. 
Sentinel offers the first and only complete line of complete 
automatic Radio Power Units. Progressive, moneysnagikim 
Jobbers and Dealers will find Sentinel units pro 
prestige builders. % 















. re, 
ing plan. 


NG COMPANY 


3 Chicago, U.S. A. 


Write today for complete descr 


prices and our co-operative; 


SENTINEL MANUFAC 


9705 Cottage Grove Avenue 33 
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The Complete 


1 For those already equipped with “‘A” 
Battery and Charger (other than the 
Trickle type), the Sentinel Automatic 
Control Unit makes the “A” power sup- 
ply completely automatic. Price $15.00 


2 The Sentinel Automatic Controland 
Charger is designed for those already 
owning a good‘‘A”’ battery but not a 
charger. This unit makesthe A” power 
supply permanently and completely 
automatic. - - - + Price $29.50 
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|| There is 
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for 
Every 
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| Power 
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3 The Sentinel Completely Automatic “‘A’’ 


Power Unit provides control, charger 


and a 4or 6-volt battery allin one hand- 


some compact case. This is not a Trickle 
harger, but a completely Automatic 
Socket Power Unit. - - Price $40.00 


The Sentinel B-C Power Unit furnishes 
both B and C voltage for any set, 
tegardless of the number of tubes — 80 
mil. at 180 volts — approximately 50% 
reserve current forthe average receiver. 
Price Complete - + « « $44.50 
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5 The Sentinel B-C Beverly model com- 
bines completely automatic power 
with meter which gives control of all 
plate voltages. The price of the Beverly 
B-C Unit is - 2 - +$65.00 


6 The Sentinel A-B-C Completely Auto- 
matic Unit is the complete and mod- 
ern answer to the radio power problem. 
It combines the Sentinel Automatic"*A” 
battery and the Sentinel Automatic B-C 
Power Unit into one compact, efficient 
master unit. The price is $79.50 com+ 
plete. (Metered Beverly Model $98.50) 


for Sentinel Manufacturing Company 


Rapidly growing demands for Sentinel Radio Power Units made it nec- 
essary to increase manufacturing facilities. This new three-quarter of a 
million dollar factory with its modern equipment enables us to keep 


pace with the ever increasing popularity of Sentinel Units. 
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The courts confirm what 
the public knows 


TUNED radio frequency sets have no commercial value without means 


of neutralization. 


Modern tuned radio frequency receivers improved with means of 
neutralization cannot be legitimately made or sold by jobbers or dealers 
unless the manufacturer is licensed by the owners of the patents. 


Manufacturers of “Neutralized” or “Self-balanced” radio sets, to- 
gether with the jobbers and dealers who sell them, cannot escape 
patent infringement liability unless licensed. 


The penalty for infringement by manufacturer, jobber or dealer is 
the recovery of the profit made or the recovery of the patent owner’s 


damages, as may be awarded. 


Patent protection on “Neutralized” radio sets is not complete unless 
it includes a license under the Hazeltine Neutrodyne and Latour 


patents. 


Courts define infringement 


“Modern methods for the control of regenera- 
tion and the undesired self-oscillations which 
result therefrom were unknown in the art 
when the patent in suit (*Alexanderson’s) 
issued. These improved methods have per- 
fected Alexanderson’s system of geometric 
tuning, and are employed by the defendant. 
Their importance cannot be denied (see Hazel- 
tine Corp. v. Electric Service Eng. Corp. 18 
Fed. 662), and it may be conceded that the 
Alexanderson device, without some such im- 
provement, would be of little commercial 


value today. But infringement of the Alex- 


anderson patent of 1913 is not avoided by 
using his invention with subsequent improve- 
ments.”—Judge Thomas D. Thacher’s decision 
in the action brought by the Radio Corpora- 
tion of America et al. against E. J. Edmond 
and Company involving a set manufactured 
by Atwater Kent Manufacturing Company, 
handed down July 11, 1927. 

“The invention of Hazeltine completely 
revolutionized the radio industry by eliminat- 
ing the bothersome noises and squeals... . I 
find that the close coupling of the Hazeltine 
patent 1,489,228 was a decided advance in the 


art, an advance that produced complete and 
*Identification ours 


NEUT R 


permanent neutralization. ... The patents are 
valid and the claims have been infringed by 
the defendant.”— Judge Grover M. Mosco- 
witz’s decision in the action brought by the 
Hazeltine Corporation et al. against A. H. 
Grebe & Company, Inc., handed down June 
20, 1927. 

Judge Moscowitz’s decision establishes that 
no manufacturer can make a completely neu- 
tralized tuned radio frequency receiver with- 
out invading the patent rights of the Hazel- 
tine Corporation. 

The validity of the Hazeltine Neutrodyne 
patents was not affected by the decision of 
the Circuit Court of Appeals for the Second 
Circuit in the action brought by the Radio 
Corporation of America with respect to the 
Rice and Hartley patents. 

DEALERS—To be safe from infringement 
and from liability for damages, be sure the 
radio sets you handle are manufactured and 
fully protected under the Hazeltine Neutro- 
dyne and Latour patents. Infringers will be 
prosecuted. 

Full information may be obtained from 
Hazeltine Corporation, 15 Exchange Place, 
Jersey City, N. J. 
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Trade-mark Reg. U. S. Pat. Off. 


10 


iz 








Apex Achievements 
Create a Real Sensation ~ 


The marvelous performance of the 
new Apex Technidyne circuit has 
eee a new standard of perfec- 
tion in broadcast reception. That 
in itself is sensational, but— 


Apex has achieved more;A pexhas 
housed this incomparable circuit 
in Plymouth cabinets, which for 
beauty of design, quality of mate- 
tials and craftsmanship arewithout 
a peer.in the radio field. The whole 
world of radio is talking about the 
extraordinary qualities of Apex. 


















There is no 
other Radio 
like it! 


aN 


Technidyne Radio 





The Troubadour 
9-Tube Technidyne 
(Internal Loop Operated) 


APEX 
Receivers 
1927-1928 




















e 
Are you re- 
Apex Troubadour Recei V ers f 4 aS condita the 
(Illustrated above) 9-TubeTechni- i a a Abin Bete 
dyne,loop operated, console. Com- 3 b é h = oe Gnt2IO raw) ‘ 
plete with loop and Peerless cone are exceptional sellers because t ey al ihe RADIO TP mee Ay APE. / letins regu- 
en eer ee give the buyer exceptional value in Wis TAL st bas / larly? 
. ; ‘ te 
Apex Minstrel both performance and appearance. Pe “= / —Glad to 
7-Tube Technidyne, antenna oper- : : . “asy IT the Ra a ut you on 
ated, console type. Complete with Apex quality never varies. Unswerv <—s) ALN reap, ee 
Sr sete ing uniformity in manufacture and Pa = ing list — 
Net See a distribution is a guarantee of satisfac- |. ee Just drop a 
Apex Corsair 5) tion to the Jobber, Dealer and ultimate * w+ Cn, | ine. 
ee owner of an Apex Receiver. Apex Radio 
Lin Nem uae is sold only through the legitimate Jobber- |. gion 
, Dealer trade channels. | tye ee. 
The Milan ah f Rae 
Apex-6-Tube, fully shielded,single Write today for complete descriptive i. , 
dial a ny Hem literature and price information on Ee 
cone speaker equipped. Antenna x - = 
operated. List Price. . $135.00 this profitable line. 
The Lyrie 
es | APEX ELECTRIC MFG. COMPANY 
ee 
oe 








1428 West 59th Street s¢ Chicago, U. S. A. 


dial control, table model, antenna 
operated. List Price . . $80.00 
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$5250 


Denver and West $55 
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BUILT TO 
LAST A 
LIFETIME 


You Can Sell It “Over the Counter” 


because it combines TRIPLE CLEANING ACTION 
with a New Low Price of #5250 


Powerful Suction. The suction of 
the New Hamilton Beach is as great as 
that found in most machines cleaning 
by air alone. 


Beating Brush Action. Powerful 
suction lifts the rug to the nozzle 
and off the floor. The revolving brush 
gently beats and vibrates the rug. This 
action loosens deeply imbedded dirt so 
the powerful suction can whisk it into 
the bag. 


Sweeping Brush Action. The sweep- 
ing brush loosens any litter clinging to 
the surface, such as paper, thread, hair 
and lint. Powerful suction carries it 
into the bag. 


Ball-Bearing Motor. The oversize 


motor in the New Hamilton Beach is 
large, powerful and sturdy. Equipped 
with Norma Ball-Bearings, it requires 
no oiling. The perfectly balanced fan 


JeEVesbeiceyel bY or:Velal Vacuum Sweeper 


and scientifically designed air chamber 
produces powerful suction. 


Priced $10 Less. The New Hamilton 
Beach with all its improvements and 
even greater cleaning ability sells for 
only $52.50—$10 less than formerly. 


Modern Merchandising Plan. Our 
plan fully recognizes the dealers’ prob- 
lems. It offers an opportunity for profit 
not found, we believe, in any other 
cleaner. Fullest sales cooperation and 
merchandising help. Extremely liberal 
margin. The New Hamilton Beach is 
going to be a hard Cleaner to compete 
against. Get it yourself. 


Get the Facts 


Write or wire for complete selling plans 
of a New and Different Vacuum Sweep- 
er—one that is “Built to Last a Life- 


time.” 


HAMILTON BEACH MEG. CO., Racine, Wis. 
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Fee 
% 








The Seville— 116A41 
Distinctive Green Crackle finish which will 
harmonize with interior decorations. It is 
unexcelled in richness and beauty to please 
the most fastidious. Equipped with attrac- 
tive, firm claw-foot base with hole for 
hanging on wall, 14-inch adjustable and 
efficient reflector, cool handle, Edison screw 
base heating element, and easily removed 
guard. List price, $10.00. 


The Barcelona—110A42 
This Hedlite Heater is furnished with the 
new Hotpoint 1000 watt heating element 
that gives two-thirds more heat than the 
ordinary heater and spreads it over a wide 
area. The coil is wound ona porcelain disc, 
so constructed that all the heat generated 
is thrown against the reflector for wide dis- 
tribution. List price, $10.00. 
» OTPOINT presents, this year, a complete new line of colorful 
and distinctive Hedlite Heaters, backed up by powerful national 
advertising and merchandising helps. 

Attractive literature, window display material and suggestions for 
newspaper ads have been prepared so that you can tie-in with national 
advertising and increase your sales and profits. 

There is an increasing demand for a variety of color tones in home 
furnishings to harmonize with interior decorations. To meet this de- 
mand, Hotpoint has brought out a complete new line of heaters in the 
most popular colors. 

Hotpoint’s national advertising, bigger and better each year, makes 
the Hotpoint line the easiest to sell. Consistent national advertising 
over a period of twenty years has made Hotpoint Servants the fastest 
movers on the market. 

To aid you in selling Hedlite Heaters this year, a full page advertise- 
ment in color will appear in The Saturday Evening Post, October 15, 
1927. (Similar ads will appear in October Ladies’ Home Journal and 
Good Housekeeping.) 

Resolve this year to get your share of Hedlite Heater business. 
Scarcely one home in ten in your community owns a heater. It is easy 
to convince prospects of the great utility of this device on chilly, damp 
and drizzly days. Doctor bills saved can pay for its initial cost and use. 

Write for the complete Hotpoint merchandising and advertising 
plans to help you sell Hotpoint Hedlite Heaters. , 


Mail the coupon. , 
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Popular-Priced Heater —116A31 


This is the same Hedlite Heater that has 
proved so popular, with nothing changed 
Its efficiency 


except a reduction in price. 
and reliability have been demonstrated 
through actual service. The A31 is equipped 
with an 11-inch adjustable reflector, cool 
wooden handle, strong removable 
and is finished in rich mahogany. 

List price, $5.00 


Also send for a copy of 

the Hotpoint Merchan- 

diser (last six months of / 

1927) giving complete | 

selling and merchan- | 

dising plans on Hotpoint | 

Servants. / 1927 

Merchan din, 





Edison Electric Appliance Co., Inc., 
5644 West Taylor St., Chicago, IIl. 
Please send by return mail: 


guard 


1. Complete information on 1927 Hotpoint 
Hedlite Heater Merchandising Plans. 


2. Hotpoint 1927 Merchandiser. 





























Greater capacity 1m the 
same floor 
space 





























Dealers with long experience in selling 
washers have found the New Gainaday the 
most profitable to sell, because sales are 
easier and because there is practically no 
service to eat into profits. 


Gainaday Electric Company 


3016 Liberty Avenue, Pittsburgh, Pa. 


chise has immense possibilities of profit to 
you. If your territory is open you can have 
the best washer business in it. Write for 
full details. 
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HARDWARE AGE 


For the Electrical, Lamp and Radio Departments 





Section Two 


August 18, 1927 





In This Issue— 
Editorials 
When the Power Company Invites You to Help 


Here is the story of the Southern California Edison Com- 
pany’s invitation to retailers to join one of their cam- 
paigns and reasons why some accepted and some did not. 


By the Way What’s This Washer Worth 
This is the story of informal selling. The store’s customers 
are trained to think of the store as an electrical head- 
quarters and when customers come for minor items, they 
are shown the major ones. 


The Little Blonde Lady and the Bow-leg Salesman 


Another of Guy Hubbart’s entertaining and informative 
stories. This one drives home a very definite point that 
applies equally to all stores and to all salesmen. 


ELECTRICAL GOODS IN PICTURES 


$15 for a title for This Picture .................. 
New Record in Lamp Sales .................... 
ee ee ee 
$100,000 in Refrigeration Sales .................. 


Radio Harvest and the Farmer’s Harvest 


Here is the story of a hardware merchant who has succeeded 
in selling many receivers to farm folk. His methods can 
be applied to city as well as country people. 


Time to Improve Radio Advertising 


Mr. Sinsheimer points out that too much radio publicity has 
been based on price appeal alone. Now it is time, he says, 
to tell why an article has value. 


More and Better Sales by Better Salesmen 


Another of Mr. Chantler’s cartoons that has a sales punch 
and incidents that made for a stronger hold on customers. 


Fifty Years Ago 
Here we reprint some paragraphs from the record of the 
first meeting of what is now the imposing National Electric 
Light Association. A professional humorist could not 
equal these paragraphs. 
You Are Invited to a Selling Party 
The appliance manufacturers and the power companies have 


a concurrent advertising campaign that is working out 
very well. They invite you to study it and participate. 
New Goods 
Electrical News Briefs 


Title Contest Award 
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Better Com petition 


ECENTLY a man who ranks 
R high as an electrical executive, 
because of the accomplish- 
ments that have put him in his pres- 
ent position, said: 

“A few months ago little attention 
was given in the power company in- 
dustry to the non-electrical mer- 
chant. He was not considered a part 
of the picture. 

“But there has been a remarkable 
change of opinion. I cannot recall a 
more complete change in a group of 
hard-headed, big-thinking business 
men. The leaders of this industry 
are all thinking in terms of what the 
housewares’ merchant means to their 
industry and are anxious to help 
him.” 

This means, of course, that there 
will be better and cleaner competi- 
tion. Trade abuses that have been 
complained of will disappear. It will 
take time. 

Some of the light and power com- 
panies are very large groups of men 
and capital. The leaders cannot wave 
a wand, say presto, and change cus- 
toms of years. 

Bringing about changes in large 
companies that involve large sums 
of money and many people are the 
basis of much consideration of many 
points. 

Retail trade sWings rather slowly 
and too much haste in seeking to 
change it does not bring the best re- 
sults. 

One point can be stated with con- 
siderable certainty: 

The readiness to turn the appliance 
trade to housewares’ merchants will 
depend to a considerable extent upon 
the willingness of the merchants to 
receive it. A spirit of cooperation on 
the part of the merchant will hasten 
results. 
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HOOVER | 


LEADERSHIP 


is further established by the fact that 
Hoover’s 1926 dollar vol- 
ume of business, the larg- 
est in the industry, is being 
greatly increased this year. 
Read pages 52and53.... 





16 








Electrical Goods Section 





A Wise Policy Will Lead and Encourage 
all Other Retail Outlets 


(ea) E. CULLINAN, vice-president of the Graybar Electric Co. and chairman 

! of the Cooperative Relations Committee of the Electrical Supply Job- 
bers Association, spoke on “Trade Relations” at the National Electric 
Light Association at Atlantic City. He said in part: 





Let us talk about ourselves, one to the other. The central station busi- 
ness, so far as selling current is concerned, is a monopoly protected as to income 
and investment and necessarily so by economics and public policy. Those who do 
not agree with this are either inadequately informed or have a vision far beyond 
my scope. 


On the other hand, when it comes to merchandising the utility steps out of its pro- 
tected class and invites inquiry. Many such inquiries have been made, but a clearer 
view and interpretation of sound merchandising principles are being evidenced by 
so many central stations that the trade unrest, which the lack of both has built up, 
now appears to be well on the way to settlement. By trade unrest in this connec- 
tion, I do not mean only the electrical trade as we all generally understand it. 


I am told that the so-called non-electrical retail outlets sold more than $300,000,- 
000 in current consuming devices in 1926. Their complaint that the lower priced 
electrical devices especially were sold by central stations on so small a down pay- 
ment and following monthly payments, very nearly became a national movement. 
No one can deny the central station the right to merchandise, but if its policy is 
wise, it will lead and encourage all other retail outlets. The sooner electric con- 
suming devices become articles of neighborhood buying, the sooner will the domes- 
tic load factor be improved. 


I have heard some leaders of the central station industry stress the importance 
of getting merchandise into the hands of the consumer at lower costs. This is most 
desirable and one of the ways to accomplish it is to study our industry from pro- 
duction to retailing and make sure there is no duplication of selling effort. 


The central stations have shown fine courage and vision in their efforts to wire 
unwired homes. These, however, have become an ever diminishing market. It seems 
to me that the job before us all is, not how many new meters, but what we get on 
the other side of them, and that is a job that the central station cannot do alone. 


It is an industry job which will prosper only on an increasingly broad public ac- 
ceptance through regular trading channels of what should be put beyorfd the meter, 
and why. It is quite proper that the central station should set the pace, particu- 
larly on devices which necessarily have to be pioneered, but always leaving the op- 
portunity for others to carry on at the same time or follow. 


On this general question it was no doubt comforting to all those interested in trade 
relations to learn that at a recent meeting of the Merchandising Committee of the 
Commercial Section of the N. E. L. A. representatives of the non-electrical or- 
ganizations were present and that both sides of the story were told. The reaction 
was friendly, I am told, and will contribute to better trade relations. 

















VERY home should have an Everhot 
Electric Cooker. This remarkable elec- 
cooks, roasts, brotis, 
stews, bakes any kind of food, freezes sher- 
bets and desserts and may be used as a ther- 
mal jug to keep foods hot or cold. 
The Everhot Electric Cooker cooks with- 
Gut heating up the room—all the heat ix ae- 
tually used in cooking the food. This is some- 


continue to cook on the stored-up heat until 
done. 


Ne Wasted Food Through Shrinkage 
Io the ordinary methods of cooking enough 
food is wasted in two months to pay for the 


The Everbur coats no more to operate than your 
dectt loaster 

Come in to our office and see our demon- 

stration of the way the Everhot cooks, bakes, 

roasts. Taste the food prepared in the Ever- 


When the Power Company Shouts: 


Some dealers cooperated, others did not but 
the plan succeeded well enough to 
encourage another trial by 
the power company 


not unique, nor is cooperative campaign selling un- 

known and untried. W. L. Frost, general commer- 
cial manager of the Southern California Edison Co., is 
responsible for a campaign of the last-mentioned sort that 
was thoughtfully planned and carried out by his able as- 
sistants, W. C. McWhinney, assistant general commercial 
manager, and H. C. Rice, manager merchandising depart- 
ment. 

This particular plan or campaign had the cooperation of 
a nationally known manufacturer, a local jobber, the light 
and power company, and a large number of retail mer- 
chants. 

The initiative in this campaign was taken by the light 
and power company, or the Southern California Edison Co. 
With practically no competition this company serves the 
electrical requirements of an area of 55,000 sq. miles, 
including 360 cities and towns and having a population of 
approximately 3,000,000. It is the third largest hydro- 
electric utility in the United States, and is under regula- 
tion of the State of California. 

A few other facts about this power company will not be 
out of place, as they will help to give the proper perspec- 
tive in the further discussion of this campaign. 

Its total investment in physical properties in 1926 was 
$235,173,192. Its 20 water power plants and four steam 
plants have a generating capacity of 816,100 hp., with a 
total connected load of 1,450,298 hp. The peak load in 1926 


i OOPERATIVE selling is not new, campaign selling is 
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was 556,622 hp. In 1926 the company sold 1,764,634,608 
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The above advertise- 
ment was published 
in every city in the 
Edison Company’s 
territory in three- 
column space with 
names of local dealers 
included. On the right 
is the plan of the show 
window and supplies. 
Made in three sizes. 
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“Come on in, the Selling’s Fine 





















As a part of the promotion, 
photographs of Mack Sennet 
girls eating a cooker lunch 
were provided. Above—bring- 
ing the lunch; below, opening 
the cooker; lower picture, 
serving the food 


kw-hr., with gross 
earnings for the same 
year of $27,846,518. 

“Owned by Those It 
Serves” is the com- 
pany’s slogan, and 
calls to attention the 
fact that nearly 104,000 stockholders 
participate in its ownership. About one 
customer in every three owns stock in 
the company. Ninety per cent of the 
7157 employees are stockholders and 
these same employees, in 1926, received 
in wages $12,981,176. 

The manufacturer in this fourfold co- 
operative hookup carries on a business 
of national scope in household light- 
socket cooking appliances and was of 
importance in this campaign in that he 
furthered the plans of the power com- 
pany and the jobber in the matter of 
price maintenance and guarantee of the 
selected article. 

The jobber participating in this campaign was the 
Graybar Electric Co. of Los Angeles, a comparative 
newcomer to the Pacific Coast. No small measure of 
the success of this first trial at a complete cooperation 
of selling interests is due to the untiring efforts of 
Harry Goldrick, specialty sales manager, and to his 
able corps of salesmen. They won over many converts 
to the plan by personal contact. 

The fourth participant in this cooperation was the 
ultimate distributor to the consumer, the retail dealer, 
and is the one whose cooperation was most desired. 
Among those dealers who were especially invited to 
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join were hardware stores, department stores 
and electric specialty stores. 

The Southern California Edison Co. has for 
years had a program of merchandising, with 
the idea of promoting the sale of appliances 
that would use the electric current that it 
was its particular business to manufacture. 

In other words, the selling of electric ap- 
pliances has been one of their means of build- 
ing their load, and as they were not so much 
interested in the sale of an appliance as they 
were in the number of 
kilowatt hours, they 
placed less effort on ac- 
cumulating a profit from 
the merchandise than 
they did on the volume 
of sales. This created 
misunderstandings and 
protests from the 
dealers who were mak- 
ing their living from 
the sale of merchandise. 

The Southern Cali- 
fornia company is past 
its pioneer stage and 


has reached the time when the future must be more 
closely studied. The central station realized this and 
the managers tried to hit upon some plan whereby they 
might still go on building the load through appliances. 
but educating the merchants to the full possibilities of 
the profits in such things, with the ultimate idea of 
freeing the company from a business that they did not 
want to conduct, but which seemed to be thrust upon 
them. 

In so much as this company has recently reduced its 
rates by 14 per cent, it was out after enough new 
business to make up for this cut in revenue and also 
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to build the load to such a point where they could make 
another reduction, which seems to be their aim. 

This central station decided, then, to try for the co- 
operation of the merchant, his education to the possi- 
bilities of pushing the sale of electric appliances and 
figured that such a cooperative selling campaign would 
bring closer relations, smooth out the wrinkles of past 
misunderstandings, help the merchant and help them- 
selves at the same time. 

Having sold this cooperative idea to themselves, the 
next thing was to decide what kind of appliance could 
best be put over. It should be an article of moderate 
price, and a variety of uses. It should lend itself to 
sales promotion, be easily demonstrated, seasonable, 
and adaptable to sales for cash, or by the deferred pay- 
ment plan. 

In the Everhot Electric Cooker they decided were the 
features that they wanted for an intelligent 
sales campaign. In the home it would give 
relief from the hot kitchen, would cut down 
the waste in cooking both in weight and 
food value, and baking, boiling or stewing, 
and roasting could be accomplished with 
considerable economy of power and heat. 

It was portable and could be used advan- 
tageously at picnics or on automobile jour- 
neys to keep foods either hot or cold, and 
could even be used as a sealed container or 
a water pail. 

This appliance would also, in average use, 
consume $6 to $9 worth of electric current 
a year and was therefore a load and income 
builder for the central station. In large 
quantities, as it must necessarily be pur- 
chased for a complete selling campaign, this 
cooker could be purchased at such a price 
that the merchant selling it could net a 
handsome profit. 


ance for such a campaign if the consumer Manager 





W. L. Frost 
This cooker seemed to be an ideal appli- General Commercial a 10 per cent bonus or commission to the 


paign, but that in itself was encouraging for the first 
attempt at an entirely novel plan of selling. Immedi- 
ately upon acceptance by the retail dealers, a school and 
demonstration for them was worked out and the jobber 
and power company combined in an educational sched- 
ule which was faithfully kept. 

Ten advertisements in 50 daily papers, averaging 
about 400 column inches to the paper, were used to in- 
terest and sell the consumer. These ads started with 
a five-column ad, followed at intervals by three-column 
display, and each ad carried the names of merchants 
who accepted the plan. This newspaper advertising 
alone cost the Southern California Edison Co. $9,000. 

In addition to the newspaper advertising, 225,000 en- 
velope stuffers were mailed with the “light bills” and each 
piece of advertising had printed thereon: “BUY IT AT 
OUR OFFICE OR FROM YOUR LOCAL DEALER.” 

A standard window trim was provided, 
as were the $10.95 special campaign price 
cards. Some of the Mack Sennet Bathing 
Beauties were prevailed upon to pose on 
the beach, lunching from an _ Everhot 
Cooker, and these pictures were also avail- 
able to the merchant to grace his display. 

All that was asked from the retailer was: 

That he intelligently and persistently 
push the sale of the cooker; 

That he decorate his window for and 
make a special display during all or part 
of the time of campaign; 

That he instruct his sales force in the 
advantages and necessities for the cooker, 
and that he maintain the price. 

It was suggested that it might be to his 
advantage to do a little advertising of his 
own and that he would probably make many 
more sales if he adopted the procedure of 
the Edison Co. at such special sales, giving 


of the salesman on each sale during the six weeks’ 


could be educated to it and convinced of its Southern California campaign. 


utility. 

It was agreed that this selling effort 
should cover a period of six weeks in order to allow 
plenty of time for the advertising to exert its force and 
for the demonstrators to cover a rather large territory. 
The sale was scheduled to start June 1 and end July 15. 

In April lists of merchants were compiled by the dis- 
trict managers of the Edison Co. and the Graybar Elec- 
tric Co. and invitations were sent to 900 merchants to 
join in this cooperative movement. Subsequently other 
letters and literature were sent by both the central sta- 
tion and the jobber, the jobber’s salesmen called on as 
many as possible and the telephone was used freely. 

The invitations had no strings, the article seemed 
good, the profit was generous, all expense of advertis- 
ing and promotion was borne by the Edison Co., aided 
somewhat by the Graybar Co., and all the merchant had 
to do was accept the invitation, the free advertising 
and use the window trim, buying only a few cookers to 
start with the privilege of filling in from either the 
jobber’s stocks or from the local district agency stores 
of the power company at the same price as the initial 
order. 

Fewer than 10 per cent of the dealers joined the cam- 
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Edison Co. Up to the last week, or on July 9, the 


measurable results were not quite as satis- 
factory as were hoped for, but perhaps as good as ex- 
pected. We had some of that UNUSUAL cool weather 
all through June, which undoubtedly slowed up all busi- 
ness and particularly the sale of hot weather merchan- 
dise. I have no doubt that thé very intensive last week 
of this selling effort will considerably swell the totals. 

The power company, through its district offices, had 
sold in the five weeks 1500 cookers, while the cooperat- 
ing retail merchants had sold about 600, although the 
records from the latter were slow in coming in. 

That means a substantial profit for the merchant 
which he really did not work for and an added yearly 
income to the power company in the amount of $12,000 
or more worth of kilowatts consumed. The results were 
really gratifying to the power company in that they had 
received the cooperation that they did; enough, so that 
they are heartened to proceed soon with another co- 
operative merchant-utility company program, probably 
on the sale of one of the more popular and smaller ap- 
pliances, one that no person could turn down on the “I 
can’t afford it’’ plea. 

(Continued on page 42) 








You Are Invited to a Selling Party 


Chairman of National Electric Light Association Committee makes it plain 
that concurrent advertising campaign is for dealers too 


National Section of the National Electric Light 
© Association, has expressed the belief that “local 
light and power companies would do well to enlist the 
cooperation of not only electrical dealers in the Con- 
current Advertising Campaign but other retailers, such 
as department, drug, furniture, hardware stores that 
stock appliances, so that in each locality all engaged in 
the merchandizing could cooperate to the same end.” 
Chairman Davidson is a past president of the Na- 
tional Electric Light Association and is serving his 
second year as chairman of this important committee 
because of the progress 
made last year in im- 
proving the trade rela- First Convenience— 
tions between the light bases Outlet Sale 
and power companies @. Ever Held 


J E. DAVIDSON, Chairman of the Commerciai 


—, 








and merchants who are In Minneapolis 








competitive in the sale @ } ser rowonne” 
of electric appliances. It April 2nd 





was a subcommittee in 
his department that met 
with the representatives 
of the hardware and 
furniture stores last 
year. 

The Concurrent Ad- 
vertising Campaign 
probably deserves an ex- 
planation to the readers 
of ELECTRICAL GoOoDs. 
This plan of advertising 
has been referred to in 
these pages several times 
but in this connection 
perhaps a fuller state- 
ment is in place. 

To quote from a recent communication from the N. 
E. L. A., the slogan of the light and power companies 
is “More kilowatt hours per capita.” One of the plans 
to accomplish this, is to persuade the public to use more 
appliances. If this can be accomplished, it means a defi- 
nite profit to the light and power company and also to 
the manufacturers of the appliances. 

It was on this basis that the advertising managers of 
the light and power companies arranged what they 
called the “Concurrent Advertising Campaign,” which 
means that the advertising managers of appliance man- 
ufacturers and the light and power companies decided 
to feature the same appliances at the same time in order 
to get volume of advertising on one appliance at a time. 

Naturally, the manufacturers being national adver- 
tisers and the light and power companies local adver- 
tisers, it supplies that much sought and seldom accom- 
plished coordination of national and local advertising. 

This campaign progressed slowly but accomplished 
enough to convince those participating in it that the idea 
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was sound. Under Mr. Davidson’s chairmanship last 
year, the plan came into considerable influence and it 
is being pushed this year. 

Now comes the suggestion from Chairman Davidson 
that the local light and power company extend the 
field of usefulness in the local field by enlisting the 
non-electrical dealers in appliances to devote their ad- 
vertising to the same merchandise. 

This means that in September local and national ad- 
vertising will be centered upon outlets and materials 
for making more outlets in the already wired home. 
True, there are very few hardware or department 
stores that do this sort 
of work but most of 
them sell materials for 
the work. Also the sale 
of appliances and lamps 
will greatly increase 
when there are enough 
outlets in the home to 
use these things con- 
veniently. 

Probably every appli- 
ance salesman hears al- 
most daily the alibi 
against a purchase of an 
appliance, “We have no 
place to attach it.” Cer- 
tainly it would do no 
harm for the merchant 
who wants to make this 
sale to have at hand a 
list of contractors who 
will do this work and 
what it will cost. There 
is an average price for 
putting in outlets and it 
is less than most people think. Some advertisements 
used by a light and power company in such a campaign 
are reproduced on this page. 

October advertising will be centered upon electric 
heaters with portable lamps as: a secondary item 
on the program. A considerable number of 
manufacturers of heaters have agreed to join in 
this program. 

In November and December the advertising will be 
centered upon appliances and household equipment as 
Christmas gifts. 

In February on waffle irons with toasters as a second- 
ary item. 

In March, toasters are leaders with percolators sec- 
ondary. 

April brings the percolator to the front. 

Any merchant who is interested in this campaign 
can get the “Plan Book,” by writing to the National 
Electric Light Association at 29 West 39th Street, New 
York City. 
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The Little Blonde Lady) 


His IDEAS and Her BUYING POWER make possible a deal that wins a bigger 


salary for him—there the story ends, for she 1s married. 


HIS is two kinds of a story. 

cause it describes a useful point about the suc- 
cessful selling of electrical goods. 

everyone knows, cannot be one sided, so how could a 


story about selling be otherwise 
than two sided? You are asked 
that in full knowledge that the 
answer will be: 

“Why, selling requires a seller 
and a buyer, a salesman and a 
customer.” Right the first time. 
So let us go on with the story. 

Meek & Elder have one of 
the best medium size depart- 
ment stores in the country. 
They have had the store many 
years and for four years an 
electrical goods department in 
connection with housefurnish- 
ings and chinaware. The store 
is a good deal like hundreds of 
others in cities of similar size. 
It caters to all classes of trade 
and carries excellent merchan- 
dise in both the general lines 
and in electrical goods. No need 
to dwell on a description—just 
a typical department store in a 
town of 100,000 or so people. 

Like any other story this one 
must begin somewhere and 
some time and Monday morning 
along about ten o’clock is as 
good a time as any. 

Mr. Meek was standing with 
his face to the front of the 
fourth floor, looking down the 
main aisle. Mr. Elder faced the 
other way. 

From where Meek stood one 
could see to the right down the 
aisle the outer edge of the home 
furnishing with china and 
glassware flanking the aisle. A 
rather attractive sight with 
the sun glinting on cut glass 
and beautifully tinted cup, 
saucer and other tableware. 

Across the aisle, which ran 
full length to the elevator, elec- 
trical goods were neatly dis- 
played, the outer counter hold- 
ing table cooking utensils, 
toasters, cookers and so on and 
a fine, big display of coffee per- 
colators. Quite a few of them. 


It has to be be- 
lators?” 
Selling, as 
cently; why?” 


|< Strain Brothers Has| 


Keep house Electrically--and enjoy summer 
«Switch on these time and labor-savers..... 


EVERY bit of drudgery is taken out of the work | THESE are but © few of the many we recom 
that electrical mend to you for installation jn your home this 








ral devices do for you. Untiring. | 
mer. All of the larger ones can be purchased 


efficient, they work at such low # oun lar 
om EASY TERMS Ask for demonstrations 
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pest thet you cannot affard to ME without them’ } 












Keep your kitchen cool all summer! 
Cook with One of These 


ww Electric Stoves 
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price we know of on 4 
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TRAIN BROTHERS, Great Falls, 

Mont., ran this advertisement, June 
24, and it was a successful and profitable 
advertisement. There are three reasons: 
(1) It is arranged and displayed to at- 
tract the eye. (2) It is easy to read, copy 
is clear and well written, and (3) items 
are selected to meet the buying needs of 
the greatest number of people who need 
electrical goods. There are no compara- 
tive prices, no extravagant statements 
and thoughtful customers are smart 
enough to have confidence in an advertise- 
ment that is helpful. Rated 96 per cent 
on the Economist Standard. 80 per cent 
is the average. Stores in bigger cities 
would do well to adapt some of the excel- 
lencies in this ad. 
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“Pete,” said Meek, “have you noticed those perco- 


“Why, not particularly, Burt,” said Elder, “not re- 


“Well, I am afraid we are 
going to be stuck with those 
things. There’s a lot of them 
on display and more in the 
stock room. You know, it’s a 
funny thing about percolators, 
that when they slow up about 
five other table items slow up. 
Can’t understand it and it gets 
my goat even if I did buy the 
percolators. They’re good ones 
and mighty good values for the 
money. And this town is big 
enough to give us the turnover 
on twice the stock. Still, here 
they are. Haven’t even started 
to move and September is only 
a few weeks away.” 

Elder turned around and 
glanced down the aisle. “Yes, 
there’s quite a few percolators, 
Burt, but they’ll move. I would 
not worry. We’re advertising 
them and this department gets a 
full window display next week. 
I’ll tell Burns to put twelve 
of them right in the center of 
the window and group all the 
other table appliances around 
them. 

“The state teachers associa- 
tion meets here next week and 
the University opens in three 
weeks. That puts 800 extra 
women into the town and col- 
lege women run to electrical 
cooking utensils, you know. Buy 
quite a few and that helps our 
ready-to-wear, housefurnish- 
ings and first floor lines. Those 
college girls like to doll up their 
rooms and they all dress well.” 

“That reminds me, Pete. 
Have you paid any attention to 
Burns’ sales record lately. I 
went over the records of the 
whole selling force last month 
and he’s away ahead of every- 
one in the department most 
every day and especially on big 
unit sales. I’d like to know 
how he does it and before you 
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the Bow-leg Salesman 


east 
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rub it in, I’ll confess I did not think 
much of him when you insisted on hir- 
ing him.” 

Elder smiled at this. He attended to the hiring and, 
being human, missed it now and then and was duly 
kidded or remonstrated with by Meek according to the 
degree to which the newly hired clerks fell down on 


By Guy Hubbart 


experts, if you ask them, will tell you 
that this habit is a sign of ability to 
think fast and accurately under diffi- 
culties and is an eccentricity common to many outstand- 
ing leaders in big business and is not, contrary to popu- 
lar opinion, an indication that one has money in the 
bank; anyway, in the slight space between the time 
Burns’ eye fell on the Little Blonde Lady and the time 


the job. 

“Yes, Burtie, I’ve noticed his 
sales and they are so good I am be- 
ginning to think I’d make a good 
superintendent in a big Chicago or 
New York department store. I 
would lean toward bald headed 
salesmen with bow legs.” 

Here both men laughed good na- 
turedly. You would have to see 
Burns in person to know why. 
Burns wasn’t the least bit hand- 
some. He was slight of build, just 
the least bit stoop shouldered and 
his face was sharp and thin and as 
flecked with freckles as a guinea egg. 


«It would seem that Dame Nature 
“must have been in a particularly 


fantastic mood when she shaped 
Burns, and to top off her handi- 
work she added a pair of spindly 
bow legs and a tendency to bald- 
ness that gave Burns’ head the 
architectural outlines of the Mosque 
of Omar. But in two particulars 
Nature did a first class turn. She 
gave Burns a genial, kindly man- 
ner and blue eyes that smile easily 
and reflect keen intelligence and 
an active, pliable mind. 

You have to know these things 
about Burns’ looks to get the full 
effect of this story, and the addi- 
tional fact that Burns trimmed 
the windows for the housewares 
and electrical goods besides selling 
in the latter. 

Meek and Elder turned away and 
walked to the elevator and went 
down to the first floor. 
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IDEA SELLING IS 
NON-COMPETITIVE 


HO knows the most about the 

use of electrical goods, you and 
your clerks or a competitor and his 
clerks? 


If the Little Blonde Lady of this 
sketch came into your Electrical 


Goods Section seeking the best per- 
colator for a specific purpose, or any 
other appliance for that matter, would 
you try to sell her the article or its 
use; would you try to sell her a thing 
or an idea? 

The only non-competitive feature 
of the retail electrical goods business 
is ideas. No other store can compete 
with another store’s ideas; any and 
every store can compete on goods, 
values and prices. 

A customer with $8.50 to spend for 
a coffee percolator can find the per- 
colator in any one of several local 
electrical goods departments—but she 
is looking for an idea in addition to 
a percolator so she will buy where the 
idea exists. 

The Bow-legged Young Man in 
Meek & Elder’s store understood what 
his customer needed most and used 
his head. 

Women buy electrical goods to use 
and it is the idea that must be sold. 

Do you sell merely goods or do you 
sell the idea that creates a need for 
your goods? 
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required to place himself within 
speaking distance, Burns had said 
to himself, not aloud, of course, but 
mentally : 

“Oh, boy! Is this the electrical 
department of Meek & Elder or a 
page out of Alice in Wonderland?” 
Reference has been made to the in- 
telligence of Burns’ eyes and it 
should be added that he did not need 
spectacles. 

“Yes, if you please, I wish you 
would help me. I am Mrs. Perry, 
and I am Chairman of the College 
Women’s League. You see, we 
have some 250 girls who are com- 
bining domestic science work with 
their regular course and it is my 
duty to select appliances for them. 
They have lessons in the domestic 
science department but we, the 
Committee, think they should use 
appliances in their own rooms, most 
of them board in dormitories and 
get their own breakfasts and some 
do all their own cooking.” 

“I am so puzzled about percola- 
tors. I’ve been to Several stores 
and no one seems able to tell me 
which kind is best for the girls, nor 
how much current is needed to 
make two, four and six cups of cof- 
fee. You know, most of our girls 
cannot afford expensive things and 
current costs something. Before I 
recommend a percolator I must 
know something about it, don’t you 
think so?” 


It was five minutes later that the Little Blonde Lady 
with the cute feet drifted gracefully down the aisle and 
anchored just off the percolators. She must have been 
about 25 and was dressed in blue and wore one of those 
close-fitting hats that look like a bell—cloches, they are 
called. 

She picked up a percolator and was examining it 
critically when Burns looked up from recording his last 
sale. Burns bowed and with a purely professional but 
none the less genial smile said: “May I help you?” 

It should be recorded here that Burns talked to him- 
self now and then especially when engaged in some 
routine task such as dusting off counters or arranging 
stock during the quieter periods of the day. Mental 
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And here the Little Blonde Lady smiled and looked 
directly but impersonally at Burns’ bald dome, with the 
fringe of sandy hair around the lower edge. 

“Yes, I do think you ought to know about percolators 
and I can tell you and am glad to do it. The one you’re 
looking at makes six cups and costs about 18 cents a 
week for current, using it once a day, in the morning.” 

“In the mornings!” exclaimed the Little Blonde Lady. 
“Would it cost less or more for current at other times 
of the day; evening for instance? I am so stupid about 
electricity, and it’s such a wonderful study, too.” As 
she said this she arched her brows and smiled the way 
charming women do when they acknowledge utter in- 
ability to grasp a point. (Continued on page 59) 








One of the receivers sold by M. A. Toof Co. serving its purpose in a Vermont farm home 


FTER harvest comes winter. 
A The farmer’s mind turns to 
cold weather life once the 


rush of the harvest season is over. 
Harvest means many things in many 


localities. If it is corn country, har- 
vest is very late. Winter wheat 
harvest is early. Peaches and 


grapes have their season. 

The time for the radio dealer who 
hopes to sell to farmers is largely 
regulated by the termination of 
harvest. Once the crop is on the 
market or in a safe place until the 
time to market is at hand, the farm- 
er begins to compute the return and 
make his preparations for the 
winter. 

In some localities winter means 
deep snow, much ice and cold. In 
other sections it means rain and bad 
roads. In small sections it means 
winter holiday folk and the inci- 
dental change of duties, but in the 
main winter means a letup from the 
strenuous work of crop raising and 


By R. T. Albee 


an increasing inconvenience in get- 
ting to places of recreation, which 
means days and evenings more or 
less—chiefly more—in isolation. Rou- 
tine duties hold the farmer to his 
job. He cannot shut up shop and go 
away for weeks or, in many cases, 
even for week ends. 

These preliminary remarks are 
merely a reminder that while the 
story that follows is a story of 
Vermont—where winters are Christ- 
mas card winters—it has many 
other applications. 





ARMERS in northern Vermont 

no longer find it necessary to 
travel several miles through heavy 
snows and winter cold to attend 
church services since the advent of 
the radio. Thanks to the hardware 
dealers located in the rural centers 
they may now attend their preferred 
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religious services, without leaving 
home, in comfort and convenience. 

Morning and evening church ser- 
vices are only one phase of the man- 
ner in which radio has become 
necessary to farm life. The daily 
concerts and lectures bring into the 
farmers’ living room a form of en- 
tertainment and instruction which 
he never dreamed of. His contact 
with national affairs has been in- 
creased in a very practical sense by 
the radio. It is, therefore, apparent 
that, as a class, he forms a very po- 
tential market for the hardware and 
dry goods radio dealer. 

The M. A. Toof Co., a Vermont 
firm, has catered to this farm trade 
and are enthusiastic as to its pos- 
sibilities. This firm has been sell- 
ing radio along with electrical 
appliances for some time and the 
department has grown to such an 
extent that it has been necessary to 
devote an entire room to radio. 
Norman Toof, son of the owner of 











Radio Harvest Comes After the 
Crop Harvest 


The Isolation of Winter Is the Chief Cause of the Farmer Buying and a Strong 
Second Reason Is the Helpfulness in His Business 


the business, is manager of this 
department. Some of the methods 
this rural hardware firm employs 
can be utilized by other merchants. 

Mr. Toof says: 

“We endeavor to make our store 
radio headquarters for the farmer. 
How much of his money we ring 
up on our cash register depends 
upon the manner in which we serve 
him. The elements of effective per- 
sonality and friendship we have 
found valuable in drawing this class 
of trade. 

“In our experience, farmers ap- 
preciate the interest which is taken 
in them and we endeavor to make 
this contact and friendship as free 
from selfish business motives as pos- 
sible. Our human interest methods 
have resulted in the farmer becom- 
ing an important factor in our radio 
sales and fortunately for us, as we 
are in the center of an agricultural 
section. Fall and winter is the best 
time in the year to sell this class of 
customers.” 

The farmer, Mr. Toof says, is not 
interested in a set that has a multi- 
plicity of adjustment. He desires 
something simple. Many farmers 
think of radio as something com- 
plicated and technical. To overcome 
this Toof & Co. says to them: 

“We will install this radio in your 
home, complete, ready for use. All 
you have to do is to turn the right 
hand knob and then turn the left 
hand dial until you get the station 
desired.” 

This idea of simply turning a knob 
and a dial and immediately getting 
results appeals to them. 

As a rule the farmer is not in- 
terested in constructing his own 
outfit, therefore, the majority of 
merchandise sold is complete sets. 
Very few parts are sold. 

Selling radio to the conservative 
Vermont farmer has not been a mat- 
ter of talking parts or circuits and 
hook-ups, but an endeavor to sell 
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him the idea of what he gets in the 
line of entertainment, instruction 
and assistance in his business. When 
he has been sold this idea, he in- 
variably prefers the complete set. 

“We are devoting our efforts,” 
states Mr. Toof, “to the merchandis- 
ing of nationally advertised radio 
only. The line we handle is well 
known to our agricultural trade 


NORMAN TOOF 
in charge of the growing radio 
business 


through the advertising in the farm 
magazines. We have found it profit- 
able to connect with this extensive 
national advertising by mailing 
folders and circulars at intervals.” 

“The farmer, in every case, has 
to be convinced by a demonstration 
either in our store or at his home. 
We place considerable importance on 
these demonstrations and cultivate 
our farmer prospect lists with this 
end in view. His day is so filled 
that the evenings are best for dem- 
onstrations.” 
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This firm has found that a good 
method to secure prospects is to 
have each clerk inquire of customers 
if they have a radio set. If not, 
the name is taken and a follow-up 
is made by telephone, personal call 
or letter. A typical phone conver- 
sation between Mr. Toof and a 
farmer prospect runs about as fol- 
lows: 

“Good afternoon, Mr. Warner. 
There is a very good program on 
tonight from W B R—Washington— 
a concert by the United States 
Marine Band Orchestra and an ad- 
dress by President Coolidge. I 
would like to have you hear it. With 
your permission we will install one 
of our Atwater Kent sets this after- 
noon—absolutely no charge to you 
of course—and you can ‘listen-in.’ 
Later if you should decide that you 
don’t want the set we will take it 
out when you desire.” 

Along with other up-to-date small 
town hardware merchants this firm 
realizes the importance of _in- 
terest compelling window displays. 
Passersby are also attracted occa- 
sionally by a card like this which 
appears in the window: 


TUNE IN ON WEAF TONIGHT 
AT 9.15. 

“THE ATWATER KENT RADIO 
HOUR.” 


Farmers especially enjoy the pro- 
grams made of weather reports 
and storm warnings, educational and 
health talks, evening musical pro- 
grams, the stock market quotations, 
current prices of farm commodities, 
sport results; programs relative to 


cooking, dressmaking, etc., are 
broadcast daily. 
When hardware men _ consider 


that, according to a recent Govern- 
ment census, only about 500,000 of 
the 11,000,000 farms in this country 
have radios, the magnitude of this 
practically undeveloped market is 
apparent. 





“Reason Why” Will 
Make Radio Ads Pull 





Day is gone when PRICE alone will cause prospects 
to rushin and buy goods you tell about in 
printed sales helps 


By Arthur Sinsheimer, Radio Editor 


RICES of radio merchandise 
Preiscn: descriptions of goods 

in newspaper advertising are 
getting to mean less and less to the 
buying public every day and the 
sooner you wake up to this fact the 
more your advertising will mean to 
your sales volume. 

The trouble with so many of us 
advertising people today is that we 
are so “fed up” on our knowledge of 
radio goods—what they are made 
for, what they will do and why peo- 
ple should want them—that we think 
everybody else knows as much about 
a particular receiver as we do—but 
they don’t. That’s the trouble. 

Now when I say we’re “fed up,” I 
mean those of us who have made a 
study of a radio department’s mer- 
chandise and actually do know the 
goods and are, therefore, well 
equipped to tell all that a customer 
wants to know about each item ad- 
vertised. 

All people today seem to be from 
“Missouri” when it comes to buying 
radio apparatus—probably because so 
many of them have been stung before 
—gso how are you going to get them 
into your radio department during 
these cautious buying times unless 
you give a “reason why” for your 
merchandise in your newspaper or 
direct advertising—and a mighty 
good “reason why”’ at that. 

For some of the state of affairs 
now existing you, yourselves, are 
mostly to blame. The present ten- 
dency of the radio prospect to judge 
values principally by prices attached 
to merchandise has come about 
through the way you have educated 
them to view goods. A good many 
stores, in their radio advertising in 
the past, taught a doctrine of price 
comparisons and now these same 
stores are suffering considerably as 
a result. 


The general run of the radio pub- 
lic seems always to be looking for 
lower prices, and yet, when the lower 


prices are offered to them, they’re ' 


suspicious and hesitate to buy—an 
aftermath of the folly of making 
price alone the basis of values in past 
advertising. Many radio retailers 
today—and when I say retailers, I 
naturally mean the people who handle 
the advertising for these retailers— 
are not furnishing customers with 
the proper standards by which to 
measure values. 

Tell them some of the things they 
want to know. A straight line fre- 
quency condenser at $4 doesn’t mean 
a thing to the average customer and 
is apt to fall flat on his ears unless 
you tell him why it’s good. Likewise 
offering a “five-tube set” at a specific 
price doesn’t pull the proper results, 
so what’s the use of being so definite 
about the price and at the same time 
so awfully vague about what kind of 
a “five-tube set” it is. 

How can the prospect know it’s of 
the quality he or she likes to have in 
the home and that it will give the re- 
sults wanted? If the price is low and 
the prospect is given nothing definite 
but the price on which to judge value, 
it might easily be inferred that it is 
“cheap trash” you’re advertising “at 
a price.” People want to know the 
good points that make your item bet- 
ter than another and when one item 
is more expensive than another, 
whether it has more good points and 
is more serviceable, or if it’s just a 
matter of difference in name that 
makes it cost more. 

And.now we come to the big point 
of my story—and it’s the biggest 
thing with which all retail advertis- 
ing managers of radio have to con- 
tend today—prices may be the su- 
preme “reason why” in radio adver- 
tising copy, but you’ve got to go a 
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The Man Who Knows 











step further, for present-day custom- 
ers demand to know not only that the 
value offered is the best for the price, 
but also exactly how and why the 
various items of your radio merchan- 
dise can be offered at the price. 

Let’s about face—even at this late 
date—and start something different 
to create a buying movement among 
people who have to be shown. Let’s 
tell some sensible facts about the 
goods we’re advertising—some of 
the simple things about the “why,” 
“when,” “how,” and “which” of 
every item we’re trying to sell. 

Educate your customers to meas- 
ure values. Every manufacturer’s 
salesman who enters your store and 
tries to sell you a bill of goods has 
to talk values and facts—just ask 
any buyer whether he would buy any 
kind of merchandise without an un- 
derstanding of the items. Then why 
should you expect the cautious pub- 
lic to buy radio things without know- 
ing the particulars. 

Now don’t get me wrong—the 
“what” and “why” I am referring to 
is not the technical explanation of in- 
tricate parts and their scientific elec- 
trical characteristics, 

For instance, explain why a 
straight line frequency condenser, 
which spreads stations evenly over 
the full 180 degree range of the dial, 
is better and makes tuning easier 
than an ordinary capacity condenser 
—and why the few cents difference 
in price is worth the extra expendi-. 
ture. This same thought can be car- 
ried out with almost any radio mer-- 
chandise without entering a discus- 
sion of technicalities—it’s the kind 
of advertising that will interest your 
customers to a buying decision in 
your favor. 
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—Contest closes September 29. 

—Contestants must be connected with retail sales of 
appliances, or radio. 
Print your name plainly, address, store you are 
connected with and position occupied, 


In case of tie each contestant will receive $15. 


$15 For the Best Title for this Picture $15 


N. Lazarnick Photo 
5—The winner will be announced in the cond issue 
of the ELECTRICAL GooDs following tiis issue. 
6—The Staff of ELECTRICAL GOODS SECTION will be 
judges. 
SPECIAL—Please do not tear the page from this maga- 
zine. 


Address—Title Contest, ELECTRICAL GOODS SECTION, 239 West Thirty-ninth St., New York City. 
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Display Multiplies Lamp Sales by 3% 


Here ts the story of a pleasing and profitable experience 
by a Department Store. 


By N. W. Townsend 


half times the total of the lamp business for the pre- 

ceding month—that’s the record of the Crowley, Mil- 
ner Company of Detroit. This record was not made in a 
peak lamp month of the year either. It was April as 
compared to March, this year. 

And the dollars and cents volume of this one month 
of lamp sales is one that any 
big department store could 
be proud of even if it were 
not located in a free lamp re- 
newal city, as is the store re- 
ferred to. 

The Crowley, Milner De- 
partment Store, of course, 
has recognized that incan- 
descent lamps are an impor- 
tant item, but these lamps 
have never been very promi- 
nently featured, probably be- 
cause in Detroit free re- 
newals on lamps are given 
by the light and power com- 
pany. 

However, April 1 the man- 
ager of the lamp depart- 
ment, L. V. Gorman, decided 
to pay more attention to 
Mazda lamps and his deci- 
sion took the form of a spe- 
cial lamp booth, which is 
shown in the illustrations, 
in a traffic lane at one corner 
of his department. 

This booth made use of 
the various lamp attracters 
and demonstrators made 
available by the lamp manu- 
facturer and the picture tells 
the rest. These colorful, 


[rats times theta lamp business of over three and a 


flashing displays, plus the glance. The lamp sales helped the fix- 
tures and fixtures make lamp customers. 


reduced price which became 
effective April 1, stopped 
the people and helped materially in increasing lamp 
sales. The arch was made by thumb-tacking empty car- 
tons, from the inside, to a wooden framework. 

The permanent Mazda lamp display of this store is 
shown on the opposite page. This display consists of a 
lamp counter and booth and a special display next to it 
to call attention to Mazda lamps. 

At the counter are two wire mesh letter trays heaped 
with inside frost lamps—23-cent size in one tray and 
25-cent size in the other. Buried under these lamps are 
colored lamps in flasher sockets, which make this 
counter arrangement a striking display. 

At the special display across the aisle from the 





ERE incandescent lamps and the related 
lighting merchandise are seen at a DA BULBS are recom- 


counter are lamps displayed on three sides of a square 
pillar. The lamp blue cartons form a predominating 
part of this display and serve to set off the lamp dem- 
onstrators and the display rack of inside frost lamps, 
which is lighted by changing colors from beneath. 

Among the cartons are piles of blue Daylight and 
inside frost lamps, with lighted lamps on flasher sockets 
buried in their midst. 

On the second shelf are 
mahogany stained boxes dis- 
playing inside frost and col- 
ored lamps in their standard 
wrappers. These lamps are 
placed bulb end out and col- 
ored lamps on flasher sockets 
are in the boxes back of 
these lamps, compelling at- 
tention. 

On the top shelf of each of 
the three sides of the col- 
umn display is a 24-in. x 18- 
in. board covered with rich 
black felt. On each one 
of these is a hand-lettered 
ecard with “lighting recipe 
copy.” 

1. “These attractive 
MAZDA BULBS are espe- 
cially recommended for 
Decorative Lighting.” 

The lamps shown in this 
connection are green, ivory, 
red and flame tints in the 25- 
watt, A shape bulb, and all 
white frosted and flame 
tints, flame shaped in both 
medium and_ candelabra 
screw base. 


2. “These types of MAZ- 


mended for Wall and Ceil- 
ing Lighting Fixtures.” 

In this classification are 
40-watt size A bulb in inside frost and flame tints, the 
25-watt A in ivory and inside frost and 25-watt, G-1814 
flame tint. 

3. “Use these MAZDA BULBS for your floor and 


portable lamps.” 
Here are shown 25, 40, 50 and 60 inside frost and 


the 25-watt flame tint and 40-watt flame tint A shape. 
The various types and sizes of recommended bulbs 
are hung on alternately red and blue colored silk rib- 
bons. This makes a striking display that at the same 
time helps customers solve their lighting problems. 
It is not often that a big department store will 
(Continued on page 58) 
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HIS lamp display 
was in the light- 
ing fixture and 
portable lamp depart- 
ment. Mr. Gorman 
says the lamp custom- 
ers became interested 
in portables and fix- 
tures 


N the center of this 
page is the intro- 
ductory show win- 

dow display. Above 

and below are two 

views of the _ sales 

booth that stopped 

passers-by and made 
sales 
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The price on Display Unit No. 18 


teries. 
List value 
Cld prices $17. 
New prices $12.60 
Trices effective July 
will apply only on fi 
sold in this display un 





has been REDUCED 


Now you can retail No. 2631 or No. 2604 
for $1 complete with batteries 


THE public has been waiting for an Ever- 
eady Flashlight which costs $l. And 
here it is! 

What is more, this $1 Eveready is the 
same flashlight which formerly retailed 
for $1.25. It carries all the standard im- 
provements which appear on the more 
expensive numbers... ring hanger, safety 
lock switch, octagonal lens-ring, etc. With- 
out sacrificing the high 
quality of this flashlight, 
increased production has 
made it possible to re- 
duce the price. Your 
customers now get a 
$1.25 value for $1. 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 
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What will this mean to you? More 
business. Quicker turnover. Larger prof- 
its. There is always a vigorous demand 
for Eveready Flashlights. This price re- 
duction will stimulate it. And remember, 
this is the vacation season. 

Summer sales on Eveready Flashlights 
will set a new selling record for every 
dealer who displays and pushes the new 
$1 Eveready. Order from 
your jobber today. 
NATIONAL Carson Co., Inc. 
New York 


Atlanta 


San Francisco 
Chicago Kansas City 


Unit of 
Union Carbide and Carbon Corporation 


-they sell faster 


Contains twelve No. 
(black) and six No. 
(nickel) flashlights, without bat- 


ashlights 





2604 
2631 










Net price 
$11.30 


$8.82 
Ist and 
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RADIO IS BETTER WITH BATTERY POWER 











Eveready Layerbilt 
“B” Battery No. 
486, the Heavy- 
Duty battery that 

should be specified 
jor all loud-speaker 
t 

















The Layerbilt pat- 
ented construction 
revealed. Each layer 
is an electrical cell, 
making automatic 
contact with its 
neighbors, and fill- 
ing all available 











space inside the bat- 
tery case. 


Here is battery power in its most economical form 


Barrery Power has many ad- 
vantages possessed by no other 
source of electricity. Batteries 
give pure DC, Direct Current, 
steady, quiet, noiseless, uniform, 
taking nothing from and adding 
nothing to radio reception. 

B-power supply from batteries 
is reliable, for no line troubles or 
blown-out fuses can stop your 
customers’ radio reception if they 
use batteries. After months of 
perfect service, batteries give 
warning in plenty of time when 
new ones are needed. Your 
customers need never miss a 
single concert from a battery-run 
receiver. 
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The reason that the Eveready 
Layerbilt has to be replaced so 
seldom lies in its construction. No 
other battery is like it. See the 
illustration above. It is built in 
layers of current-producing ma- 
terials. ‘This system packs more 
active materials in a given space, 
and makes those materials pro- 
duce more electricity. 

In laboratory tests and in ac- 
tual home use during the last 
two years the Eveready Layer- 
bilt “B” Battery No. 486 has 
proved itself to be the longest- 
lasting and therefore most eco- 
nomical Eveready ‘“B” Battery 
ever built. Because it is the 
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longest-lasting it is also the most 
convenient. 

For greatest economy, satisfac- 
tion and reliability in radio, sell 
the Eveready: Layerbilt No. 486. 


NATIONAL CARBON CO., Inc. 


New York UCC San Francisco 


Atlanta Chicago Kansas City 
Unit of Union Carbide and Carbon Corporation 
Tuesday night is Eveready Hour Night 
—8 P. M., Eastern Standard Time 


wEAF-New York woc-—Daven port 
WJAR-Providence wees! Minneapolis 
WEEI- Boston U St. Paul 


Ksp-St. Louis 
woaF-—Kansas City 
wre-Washington 
woy-Schenectady 
wHas-—Louisville 


wFi-Philadel phia 
wGR-Buffalo 
wcaE-Pittsburgh 
wsal-Cincinnati 
WTaAM-Cleveland 


wwJj-Detroit wsB—Atlanta 
woNn-Chicago wsm-Nashville 
wmac-Mem phis 
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I watched him stumblin’ down th’ 
Street,— 

A-comin’ toward th’ store, 

An’ walkin’ slow an’ slower, till 

He fainted at th’ door: 

We took him in, an’ gave th’ best— 

We had at our command; 

But naught we did, could help, we 
knew,— 

Th’ end was close at hand. 


An’ when at last, th’ poor old man 
Said, with a sorry smile, 

“My lad, I’m dyin’,—stay with me, 
For yet a little while,’”— 

’Twas then I knew th’ time had come, 
T’ find if when he died— 

He’d leave some relatives or friends— 
He wanted notified. 


I asked about his family, then, 

But ere th’ answer came— 

His face revealed th’ fact that there 
Was no one he could claim. 

It touched my heart, t’ see his pain,— 
He looked so very sad, 

As he replied, “my family’s dead, 

An’ friends, I never had! 


He thot a bit, an’ then went on,— 
“My lad, I’d like t’ tell 

Th’ story o’ my life, t’ yo’",— 

An’ mind yo’ mark it well: 

An’ prove by it, t’ other folks, 
That sinfulness brings pain;— 
An’ if my story keeps ’em straight, 
I’ll not have lived in vain! 


“It’s only fair, t’ warn yo’, tho, 

It ain’t a cheerful tale; 

It deals with death, an’ crooked tricks, 
An’ poverty, an’ jail: 

For I was left an orphan, lad, 

When very young, indeed, 

An’ then it was, I learned t? know— 
Th’ bitterness o’ need. 


 - 
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“I got a job, deliverin’ goods, 

For Jones’s Hardware Store; 

But pretty soon they made me clerk, 
An’ then th’ pay was more. 

I toed th’ mark, for quite a bit,— 
But got t’ think, somehow, 

That plain old-fashioned honesty, 
Was never needed, now 





“I knew we missed a lotta sales, 
That we could easy make, 

If Jones’d let me sell th’ folks— i 
As much as they would take: f 
But he was known, for miles around, 
For treatin’ people square; 

An’ wouldn’t stand for anything, 
That wasn’t strictly fair. 


Aaa 


“He said it wasn’t right, t’ sell 
Things,—just because yo’ could,— 
T’ folks that didn’t need ’em then, 
An’ probably never would; 

But I was sure good salesmanship— 
Required a lotta ‘spunk’; 

An’ thot his talk o’ right an’ wrong, 
Was just religious bunk. 


“So when a man come in t’ get— 
Supplies he’d need t’ do— 

A job o ’wirin’,—for himself,— 

I’ add a thing or two; 

An’ if we didn’t have in stock— 
Th’ goods he called by name, 

I’d give him other things, an’ tell 
Him, they was just th’ same! 
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“An’ if he’d come t’ buy a lamp, 
Or waffle iron, or fan,— 

An’ ask advice on what t’ get, 

I sure would sting that man! 

I’d sell him anything we had,— 
‘De Luxe’ to common ‘trash’ ;— 
For all J took an interest in, 
Was gatherin’ in th’ cash! : 
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“1 called my tricks good salesman- 
ship, 

An’ couldn’t understand— 

Why Jones should finally ‘get 
enough’,— 

An’ tell me I was canned: 

But anyhow, that’s what he did, 


An’ so, for quite a bit— oy... Se 
I jumped around from place t’ NPA] 
a. MANOS SST 


Wherever I could get. 


“T worked in lots o’ ’lectric stores, 
But never got t’ stay— 

For long, because I couldn’t go 
Th’ straight an’ narrow way; 

An’ couldn’t quite be satisfied— 
T’ let a sale go by,— 

That I could make by trickery, 

Or just a tiny lie! 


“Then after while I tried th’ road, 
An’ really, I don’t know— 

How many times I took a shot— 
At sellin’ radio: 

For always, when I’d just begun— 
T’ think I’d made a hit,— 

Th’ boss’d say he’d ‘got enough’, 
An’ ’d be asked t’ quit. 


“T even tried t’ run a store 
Myself,—but failed, o’ course, 
’Cause folks won’t patronize a man 
That sells ’em goods by force: 

An’ if yo’ sting ’em, once or twice, 
They’ll not come back for more :— 
I learned that t’? my sorrow, when 
Th’ sheriff locked my door. 


“I learned it, but I learned too late, 
When life was nearly done; 

No chance o’ winnin’ then, because 
My race was nearly run. 

I got t’ be a common tramp.— 
Just lived from day t’ day; 

An’ worked a little, now an’ then, 
But mostly begged my way. 


“An’ sometimes, too, I found myself -- - 
Locked up in jail, because 7 
They said that ‘loafin’’ wasn’t ’lowed, 

An’ broke th’ ‘vagrant laws!’ 











Yo’ think I liked that sort o’ thing, 
Or that I liked t’ live— 

Dependin’ on what someone else 
Was good enough t’ give? 


“My lad, you’ll never know how pleased 
I am, t’ leave it all; 

A self-made failure,—without hope, 

I gladly heed th’ call: 

For life is worthless,—death is sweet,- 
T’ such a one as I :— 

I greet with joy, th’ reaper grim, 

An’ glad I am t’ die!” 


His story told, th’ poor old man 
Fell silent for a bit: 

I let him rest, th’ time I sat— 
A-thinkin’ over it. 

But after while, I said, “my friend. 
I b’lieve this tale will do— 

Some good for every thinkin’ man, 
That I can tell it to. 


“But it would have a whole lot more 
O’ good effect, I know, 

If yo’ could give some definite rules, 
An’ maybe help t’ show 

Just what a man must do, t’ be 

A winner, in th’ strife,— 

An’ make a real success 0’ his 

Few years o’ business life.” 


“Well, lad,” said he, “I’ve told my tale 
An’ b’lieve that you’ll agree— 

That all that kept me from success, 
Was plain dishonesty: 

An’ if it was, as I surmise, 

Why then, it must be true— 

That no success will ever come, 

“Less folks believe in you. 


“So in th’ ’lectric line, my lad,— 
Wherever yo’ my go,— 

T’ reach th’ goal you’re headed for,— 
There’s just one rule t’? know:— 

T’ win success an’ happiness, 

Yo’ got t’ always ‘do— 

T’ other folks, as yo’ would have 

Them others do t’ you’!” 





Electrical Goods Section 33 











The electric refrigeration display is neither elaborate nor expensive. 


$100,000 a Year Volume in Refrigeration 


Hardware merchant makes excellent showing in Southern City of 10,000 population. 


seen as all-important factors in 

the electrical refrigeration busi- 
ness by the Stevens Hardware Co. 
of Dublin, Ga., after the preliminary 
investigation. So when this company 
decided to sell electrical refrigera- 
tion, these were the things they pre- 
pared for in advance. 

A member of the firm who is as 
interested in anything mechanical 
as the average golfer is in his clubs, 
was selected to take charge of the 
service. Men were sent to the fac- 
tory for training as to service and 
installation. When the service an- 
nounced it ready, then the 
preparations for sales were taken up. 

Less than a year ago the salesmen 
started. The objective was to place 
refrigerators in a selected list of 
homes—people who were regarded as 
influential in the community. The 
results of the late summer and fall 
campaign were satisfactory. 

Feb. 1 of this year the 1927 cam- 


[secs ss ‘atinp and service were 


was 


paign began. The start was obtain- 
ing a list of wired homes. Each 
home was listed with certain facts— 
how much ice was used, how many in 
the family and more general sales in- 
formation. When the warm weather 
began, prospects weré selected from 
this census and the big push began. 

By the time the campaign was well 
under way and service and installa- 
tion were going forward, five men 
and a woman were employed in the 
work and it was anticipated that 
electrical refrigeration would add 
about $100,000 to the business for 
the year. 

The Stevens company pioneered 
electrical refrigeration in Dublin 
and neighboring towns—for this 
company always takes a territorial 
franchise for an item of this sort— 
and later the light and power com- 
pany entered the refrigeration sales 
field. The Stevens company had by 
this time built such a reputation for 
efficiency for its mechanical depart- 
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ment that the light and power com- 
pany entered into a contract with the 
hardware company to install and ser- 
vice the machines sold. 

The sales people work under di- 
rection of H. C. Tharpe, secretary- 
treasurer of the company, who is 
greatly pleased with the results so 
far and who looks forward to a regu- 
lar business in this new type of mer- 
chandise. 

He believes strongly in the policy 
adopted by this company of keeping 
the sales and service departments 
separate and defining for each de- 
partment the extent of its responsi- 
bilities. Also he is convinced that 
the company did the right thing in 
making preparations for the mechan- 
ical department before going into 
any phase of the saleswork. 

One feature of the saleswork is 
especially impressive — the willing- 
ness of owners to recommend the 
machine they have and to advise 
their friends to buy. 

















Visions of the Electrical Industry 
at the First Convention 


President Pack at the Fiftieth Convention quotes from the minutes 
of pioneer meeting in Chicago 42 years ago 


F. PACK, who presided at 
R the fiftieth convention of 

® the National Electric Light 
Association at Atlantic City, quoted 
some incidents from the first meet- 
ing of the association. His histor- 
ical remarks, in part, follow: 

The first convention was held in 
the old Grand Pacific Hotel in Chi- 
cago, Feb. 25, 1885. At this meet- 
ing, the National Electric Light 
Association was olganized as a 
permanent body. Six months later 
the second convention was held in 
the Union Square Hotel, New York 
City. 

We have an enthusiastic delegate 
to the Grand Pacific Hotel Conven- 
tion to thank for the fact that we 
have a printed record of that meet- 
ing. He moved that the proceedings 
be printed. Another delegate pro- 
tested that there was no money in 
sight to pay the printer but the first 
delegate insisted that history was 
being made and that a record should 
be kept for posterity. His motion 
was carried. 

Mayor Carter Harrison, Sr., wel- 
comed the convention and in course 
of his remarks said: 

What a startling thing it will be 
when bottled electricity will put a 
street car on the rails and send it 
whirling from the heart of Chicago 
to the outskirts. 

This amazing prophecy provoked 
discussion and a Mr. Curtis reported 
that the Brush Company of Cleve- 
land— 

Is today running not as an experi- 
ment but on a regular commercial 
basis street cars on a track a mile 
and a half in length. 

Another delegate said: 


I saw last summer a small rail- 
road on Coney Island running the 
whole length of the pier. I think 
they carried during the season about 
40,000 passengers at ten cents 
apiece. Of course, there was no 
leakage in consequence of the dis- 
tance being only about 700 feet. 


Mr. Curtis asked whether it was 
possible to run two cars in opposite 
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directions at the same time and re- 
ceived an affirmative answer. 

The delegates gave courage to 
each other as to the future of the 
business of electric lighting. George 
S. Bowen of Chicago asked: 

The question to my mind is—can 
any man who has money to buy an 
electric plant put it in operation, run 
it successfully and declare a divi- 
dend? 

John W. Beane read a paper en- 
titled “Progress of Electric Light- 
ing.” He was unable to cite ex- 
amples of private residence lighting 
in the United States but did name a 
number of homes of European noble- 
men which were illuminated by elec- 
tricity. In the United States he said 
theaters, banks, newspaper offices, 
clubs and hotels were playing the 
role of pioneers. He named the 
Paris Opera House as the “god- 
mother” of electric lights in the 
theater. 

Some of the delegates evidently 
were incensed by the opposition of 
gas companies. One speaker said: 

If a New York newspaper states 
that a fire was caused by an electric 
wire, it goes all over the country and 
is paid for by a syndicate of gas in- 
terests. It might be well for the 
electric light interests to combine 
with a view of showing how many 
hotels are blown up and a great 
many other accidents brought about 
by the explosion of gas and how 
many people have gone to sleep in 
these different hotels and have 
waked up in the morning ready for 
the undertaker simply because they 
did not turn out the gas. 

J. Frank Morrison, who had been 
elected first president, was unable to 
start a discussion on incandescent 
lighting because all present appar- 
ently were arc light men. 

When W. J. Johnson rose to read 
a paper on the application of elec- 
tricity to motors, President Morrison 
begged the indulgence of the conven- 
tion, explaining that while the dele- 
gates probably were interested in 
lighting only, it would do them no 
harm to listen to Mr. Johnson. 
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Mr. Johnson predicted electric 
street cars as a certainty and elec- 
tric railroads as a possibility, and 
discussed electric power as a method 
of locomotion for balloons and as an 
agency for submarine navigation 
and for propelling of torpedoes. He 
begged that attention be given to 
the possible application of electricity 
to motors in small work shops. He 
said that attempts had been made to 
use lighting dynamos in the daytime 
for power purposes and deplored the 
fact that the electric stations were 
unproductive during the daytime 
when a little ingenuity could con- 
vert them into power stations. 

There was much speculation on 
this subject, and predictions were 
made that in time it would be possi- 
ble to supply power to motors of 
from 1 to 5 hp. One bold delegate 
said he believed that— 
there is more money in selling power 
at $150 a hp. than any electric com- 
pany is making selling light. 

He said that he recently had vis- 
ited the gold and stock exchange in 
New York and found a 3 hp. motor 
running 300 tickers for which the 
company obtained $400 per hp. per 
year. He challenged other delegates. 
to tell a better story than that. 

Mn Cleveland of Hartford, Conn., 
proposed dividing the various cities 
into square miles and placing a cen- 
tral station in each square mile. In 
this way, he pointed out, the entire 
United States or any part of it could 
be lighted as it had been proved that 
current could be carried economical- 
ly fully half a mile. 

The real father of customer own- 
ership may be a certain Mr. Weeks 
of Kansas City. He declared wide 
distribution of stock among cus- 
tomers to be advantageous, citing 
that an attempt of a cutthroat com- 
pany to invade Kansas City had been 
repelled largely because many local 
citizens were stockholders 

Thus it seems that these early 
pioneers had a wonderful vision of 
what might be done. 





James Webb, 
founder of 
the Glendale 
Hardware Co. 





By RUEL McDANIEL 


66 LECTRICAL goods are 
HK something like measles. 
When a person once be- 
comes ‘exposed’ to them, it is rather 
a problem to get away from them 
without eventually taking them. 
The biggest difference is, measles 
work quicker.” So declares C. D 
Webb, of the Glendale Hardware 
Company, Glendale, Cal. 

Mr. Webb is associated with his 
father, James Webb, who bought 
the store 11 years ago when it in- 
ventoried $3,000, and his older 
brother, D. H. Webb, and himself 
have charge of the electrical depart- 
ment of the firm. 

This concern is not only a sub- 
urban store, with 60 per cent of the 
town’s population workers in Los 
Angeles, eight miles distant, but the 
store itself is six blocks from the 
main business thoroughfare of Glen- 
dale. In spite of these handicaps, 
however, the firm has grown from 
that $3,000 stock and two helpers 11 
years ago to a volume of $250,000 
annually and the employment of 18 
people. Obviously, its merchandis- 
ing plans are rather sound. 

“We have been through several 
experimental stages in the sale of 
electrical merchandise,” explains C. 
D. Webb, ‘‘and we believe that our 
plan as we have now settled to is 
the most logical for the average 
small city hardware store. The plan 
is conservative, which means that 
we do not sell as many large ap- 
pliances as we did under another 
plan; but it means, also, that our 
unit profit is greater and the busi- 
ness now is much more pleasant.” 

At the present rate of sales, the 
company sells about $9,000 worth of 
electric washers and vacuum cleaners 
—principally washers—a year, with 


By the way, 


What’s This Washer Worth! 


the vclume of small stuff running 
somewhat behind that figure. 

For a time the company depended 
upon outside specialty salesmen to 
find and close deals for washers with 
customers. The men worked on 
commission. The volume was con- 
siderably greater than now but, Mr. 
Webb frankly declares, there was 
considerable grief attached to the 
plan. 

There were too many misunder- 
standings between the customer and 
the house, through uncertified prom- 
ises on the part of salesmen. Not 
only did the plan bring some grief 
to the company, but it defeated one 
important purpose of the hardware 
store in carrying household ap- 
pliances. It did not bring women to 
the store, and that is what the 
Glendale Hardware Co. is constantly 
striving to do—bring more and mor2 
women into its electrical and other 
housewares departments. 

There is no better method of sell- 
ing to women than good display, they 
hold. 

Last year the company eliminated 
outside salesmen and definitely de- 





cided that the plan of selling elec- 
trical appliances would forthwith 
change. Instead of relying upon 
salesmen to get out, find prospects 
and sell washers, the store looked to 
the small electrical goods in the de- 
partment to bring in men and women 
who are potential prospects for 
washers and vacuum cleaners. The 
department was arranged accord- 
ingly. 

Obviously incandescent lamps are 
the biggest factor in bringing people 
into the store, Mr. Webb points out; 
and the store features lamps in 
keeping with their importance as 
trade-getters. 

“Once every month we have a full 
window display of lamps,” explains 
Mr. Webb. 

“We take a lot of time in prepar- 
ing these windows, for we have 
found our windows a vital factor in 
making people stop here when they 
see our windows, and buy here in- 
stead of going on down to the main 
business section of Glendale or to 
Los Angeles. Lamps, when dis- 
played in a manner to really at- 
tract, are the biggest attractions in 





This store is nine blocks from the main street of a town of 14,000 
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the electrical department, because 
practically everyone needs lamps, at 
one time or another, and they are 
items that are bought largely on the 
spur of the moment. 

“People see them displayed, re- 
member that they need one or more 
new lamps, and come in and buy. 

“After lamps bring a customer 
into the store, it is up to the men in 
the department and the display man 
to make the most of the opportunity 
to sell other electrical goods. Obvi- 
ously it is foolish to expect to sell a 
customer a washer, or even a small 
appliance, when he or she comes into 
the store merely for a lamp; but if 
that customer comes to the depart- 
ment every month or so and buys a 
lamp, first thing he knows he will 
be examining and buying other elec- 
trical items—if they have been prop- 
erly displayed around him when he 
has bought his lamps. 

“If he sees a washer or other large 
appliance on conspicuous display 
every time he comes to buy a lamp 
or some other small electrical item, 
the idea gradually grows on him 


| The story of a small town merchant who cut off the 
: bell ringers and advertised lamps and small appliances 
all. to bring big appliance prospects into the store. 


that he probably ought to look at 
our washing machine, or bring his 
wife down and let her look at one, 
and, having seen one in our store 
each time he has bought lamps, he 
cannot very well overlook us when 
he does consider the washer.” 

The company does not depend en- 
tirely upon the interior displays to 
continually pound into men and wo- 
men the fact that here can be found 
a line of good electrical appliances. 
The Webbs figure that they cannot 
afford to wait until a person comes 
into the electrical department in or- 
der to remind him or her of the 
bigger appliances. 

At the main entrance, well out on 
the sidewalk where it cannot well be 
missed, always stands a_ washer. 
Often it is running. People come to 
the corner and wait for buses. In 
the very door of the store is a bench 
for the use of these bus passengers. 
On the bench is a bright sign about 
washers. 

‘While persons sit there, they are 
in an arm’s length of the washer 
on display in front of the door, and 





On the left side of the store entrance is the bench for bus passengers, 
from which they can see the washer. 
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C. D. Webb, 
in charge of 

electrical de- 
partment. 





they have a good view of the depart- 
ment just inside the door. All these 
things help to make the Glendale 
public think of the Glendale Hard- 
ware Co. when it wants electrical 
goods. 

“We find that, in our position, cer- 
tain specials in the electrical depart- 
ment help to keep women and men 
coming to us,” continued Mr. Webb. 
“The problem of the hardware store 
with a line of electrical appliances is 
to get a lot of people into the de- 
partment, we find. That is why we 
use specials rather often. 

“We make a special purchase of 
some small electrical appliance that 
can be sold at an attractive price 
and yet show us a profit. We adver- 
tise this extensively and prepare for 
—and usually get—a rush in the de- 
partment. Many customers’ buy 
other goods; and they all see our 
department.” 

Recently the store brought several 
dozen women to the department with 
a specially priced waffle iron. Last 
year, just before Christmas, the de- 
partment sold three gross of sets of 
Christmas tree lights through using 
them as a special, and at a profit. 

Under the present plan of mer- 
chandising large appliances, the 
company’s electrical business is ideal. 
Although installment terms prevail. 
two out of three buyers of electric 
washers pay cash and save the ten 
per cent carrying charge for install- 
ment privilege. Whereas there were 
frequent come-backs under the 
house-to-house plan of selling, there 
have been none under the present 
method. 

Obviously the cost of selling has 
been greatly lowered, and every 
buyer of a washer now is a good 
potential prospect for an ironer and 
cleaner, whereas under the old plan 

(Continued on page 58) 











lorMorewbeller Seley 


Every Sales 
Talk Should 
Fit Prospect 


LECTRICAL appliances are 
EH, utility merchandise. They 

are sold for the objectives 
they will accomplish and how they 
will accomplish them. 

Homes in which people do their 
work differ and if there was a wash- 
ing machine that was “best” for all 
of these homes, few women would 
believe it. They would point out 
that as Mrs. Jones’ surroundings 
and washing: differ radically from 
Mrs. Smith’s, so the washing ma- 
chine must differ. 

Whether that idea is right or 
wrong is not the discussion here. 
The idea here is that Mrs. Jones and 
Mrs. Smith are both prospects and 
the salesman’s task is to make them 
both satisfied customers. 

Mr. Chantler, on this page, is pre- 
senting that idea. The first step 
is to learn from the prospect some- 
thing of her own ideas and get her 
to describe the task she has on 
washdays. What kind of clothes 
does she wash, where does she wash 
them and other incidents and sur- 
roundings that enter into her task? 

Then tell of the qualities of the 
machine to meet that job. The 
strong point in one case may not be 
the strong point in another, but the 
same machine may fill the greatest 
need in both cases. 

It is the idea that must be sold, 
rather than the mechanics. There 
are many machines today that claim 
excellence in machine quality and 
deserve it. The average prospect is 
interested in these things only in 
an academic way. She is more in- 


terested in her particular job. 

The advantage of the salesman 
who demonstrates in the home 
rather than in the store is that he 
has a better opportunity to show how 
his machine fits into the definite 
surroundings. 


“The Best Washer” 


- by T. F. Chantler 
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THAT:S 
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ALL SAY! 

















THEY ARE ALL RIGHT. THE TRICK IS 
TO FIND THE WASHER BEST SUITED 
TO YOUR PARTICULAR NEEDS. IF 
YOu'LL TELL ME WHAT THESE ARE, 
1 CAN THEN ANSWER Your QUESTION 
INTELLIGENTLY ? 
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CAN'T THEY, THOUGH! THEN YoU WANT 

AWASHER LIKE. THIS. LARGE CAPACITY, 
QUICK WASHING TIME.-~SELF-ADJUSTING 
'WRINGER WHICH SPEEDS UP THE _ 
TRANSFER. EASY TO KEEP 
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1KNOW YOUVLL{ [TM JUST DYING 
ENJOY DOING To TRY IT. DO 
IT YOURSELF HURRY IT OUT 
NOW. 
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Repeaters are 
Harvest from 


Careful Sales 


TORIES on this page tell of 
S careful selling and the good 
that comes from that practice. 
As a contrast, one writer tells how 
a careless sale resulted; of the 
trouble it made and trouble over 
sales, of course, means the wiping 
out of profit on that sale at least— 
perhaps it wipes out the profit on 
several sales. 

The salesperson should always 
remember that retail prices are 
fixed upon the expense of only one 
sale and the required profit on that 
transaction. When a sale must be 
made over again, or an article de- 
livered, collected and _ delivered 
again, that transaction costs money 
and wipes out the profit. If a sale 
is so poorly made that the custom- 
er damages the goods in an effort 
to use them for the explained pur- 
pose and the merchant must take 
the article back, a lot of profit is 
wasted—many articles must be sold 
to make profit enough to cover this 
loss. 

The first incident selected tells 
especially of the good that comes 
from careful selling. To the writ- 
er of this incident, $15 has been 
awarded. Who wants the $15 next 
month? The door is open and a 
little effort and the investment of a 
two-cent stamp makes you a candi- 
date. Every salesperson has had 
some creditable experience and that 
is all that we are asking for. 

But to get back to the incident 
of the careful sale: 


Pleased with the Urn 

By Mrs. Jennie Carter 

Elder & Johnston Co. 
Dayton, Ohio 


ECENTLY two elderly women 
came into my department. 
They had been shopping and had 
some time to look around. They 
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for publication on this page, and $2 each for each other idea 
We want short stories telling how you 
got people to examine your appliances or radio, and then what 
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Z you did to put over the sale. Address the Editor. 








stopped at my display table and 
when I offered assistance, said that 
they were just looking. 

I had the time, so I began show- 
ing them some of the appliances in 
detail. They remarked that they 
expected to buy a coffee urn some 
day, perhaps when they under- 
stood one better. 

I then showed them an urn of 
the size I thought they wanted, even 
removing the bottom plate and 
showing them all about the fuse 
plug. Also I showed them how to 
attach the plug and told them how 
carelessness in attaching the plug 
to the urn-or the cap in the outlet 
would interfere with flow of cur- 
rent. 

I always keep at hand some coffee 
ground right for percolator use and 
I showed this to them. 

Finally they bought a $30.50 out- 
fit. Two weeks later they came 
into the department to tell me how 
pleased they were and that they 
had not had the least bit of trouble. 
Also to tell me they might soon 
buy some more table appliances. 





Now comes a bit of contrast. In 
the following report one salesman 
made a mistake, the other did not. 
Which, we ask you, was the more 
valuable to the merchant. 


Merchandise That Fits 
By Fred Bateman 

Charles Ogilvry, Ltd. 

Ottawa, Ont., Canada 
N every city there are old houses 
that are not well wired. In the 
main, the salesman should know 
where these are likely to be. They 
are houses that will not carry 
heavy wattage as they were wired 

for light only. 
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Recently a customer talked of 
buying a double table stove and the 
salesman suggested that because 
of the wattage required for the full 
operation of the stove, it might be 
well to learn if the wiring would 
stand the strain. The family in- 
quired of the meter reader and was 
advised against the purchase. 

But the family was willing to take 
the risk and it was with some diffi- 
culty that the salesman persuaded 
them to take a single table stove, 
after explaining about short cir- 
cuits and what caused them. It de- 
veloped that the single stove was 
adequate, after the woman had been 
carefully instructed in its use. 

A neighbor of this family bought 
a very large heater and the sales- 
man raised no question of its use, 
although the wattage runs very 
high for household use. 

This heater proved to be larger 
than was needed for the room 
where used, also such heavy wat- 
tage that its use was regarded as 
dangerous. It was necessary for 
the dealer to exchange the heater 
and the family was somewhat 
turned against the salesman and 
merchant and perhaps made a bit 
more suspicious of electric appli- 
ances than they were before, al- 
though the smaller heater is giving 
excellent service. 





Both of the incidents told on this 
page are actual experiences. The 
writers were both concerned in a 
part of the incidents related. That 
is the material wanted. If you feel 
that you cannot write an article, 
write a letter to the editor and say 
what you have in mind and get the 
check. 





EDITORIAL PAGE 


Code of Ethics 


ADIO Manufacturers Association, Inc., has 
R adopted a “Code of Ethics” which, if it actually 
becomes effective, will do much toward putting 

radio merchandising on a high and equitable basis. Many 
manufacturers voted for this code. If those who voted 
for it will govern their business by it, it will be well and 
good. If those who voted for it forget to put ethics in 
their business, the code will become just something more 
to read—and goodness knows we do not need that. 
Association codes are worthless unless they win en- 
forcement from individual members. We hope for much. 


Merchant told us recently he had no means of 
demonstrating appliances, yet a fan on the counter 
was in operation, stopping every passerby. 


Catalogs 


E have been reading a catalog that the mail 
\ \ just brought in. In many respects it is an ex- 
cellent catalog for a line of heating appliances. 
There are well printed pictures, technical and popular 
descriptions and—best of all in our opinion—excellent 
sales points that the man behind the counter can weave 
into his own story. We wonder if any merchant will 
ask his salespeople to read the sales talks thus handed 
to him. Every merchant should, for it will mean money 
in his pocket. Much that is said applies to all standard 
line appliances, but a considerable number of the points 
are for this line only. We have asked many salespeople 
the questions answered in this book and some have an- 
swered them. Others said they had never heard of the 
answers. 


This merchant did not realize that the lights in 
his store constituted a demonstration for his in- 
candescent lamp stock. 


In Summer Time 


LECTRICAL table appliances should find ex- 
HL cellent sale during the summer. We believe it is a 
lack of understanding that holds them back. We 
believe that when merchants and sales people realize 
how much home comfort can be had by using electrical 
cooking appliances instead of the flame heated, they will 
be able to translate this idea of kitchen luxury to their 
customers and summer will become the big sales season. 


He had sold three desk lamps because customers 
liked the lamp on his own desk. He did not think 
that was a demonstration. 


Merchandise Displayers 


T this season the merchant can well afford to ex- 
A amine closely all suggestions from manufactur- 
ers as to sales helps, especially in the way of dis- 

play racks, counters or cases. Display is the big thing in 


retail merchandising. If goods are not displayed, they 
will not be sold. The great competitive problem is to 
display .your goods better than the other fellow and 
then get store traffic. We do not suggest that you ac- 
quire all merchandisers offered, perhaps they do not fit 
into your furnishing scheme. But perhaps the idea is 
good and you can use it in your own way. 


In winter this merchant often used a heater in 
his office and people who visited there sometimes 
bought them. 


Getting Rid of Business 


N this issue of ELECTRICAL Goons we tell a story of 
I a light and power company that wants to quit mer- 
chandising. The salesmanager invited in a large 
number of merchants to take over his sales. Only a 
small percentage responded. Appliance sales mean pro- 
gress to the light and power company. Many merehants 
have said “You quit and we will do the job better.” This 
company wants to be shown. So far they have not been. 
We express the hope they will be shown when they again 
extend the invitation. The story is an interesting one 
and we commend it to your attention. 


His clerks often used a grill to make toasted sand- 
wiches for lunch and sometimes showed customers 
how they did it. 


Mr. Edison’s Foresight 


N 1883 Mr. Edison completed his Sunbury light 
i] and power plant. It was the first three-wire 

main and feeder system plant. When this plant 
was successfully opened July 4 of that year Mr. Edison’s 
work was, in the main, done. Since then it has been a 
task of refinement of details. On that occasion a news- 
paper man asked Mr. Edison what great problems re- 
mained in the electrical business. He answered: “My 
greatest trouble will be to get people to use the light.” 


A, wise policy will lead and encourage all other out- 
lets. 


After talking it over the merchant decided that 
in the fall he would occasionally serve toast to coun- 
try customers. 


About Christmas 


VERY time we see the sales record of an electrical 
EH goods department we are impressed with the im- 

portance of that period of the year beginning with 
the Thanksgiving trade and lasting until Christmas. Per- 
haps, just now, you are admitting that, except fans, 
sales are not so good. We do not believe that should be 
so, but some retail friends tell us it is so. Then get busy 
and lay the plans for a bigger and better Christmas 
trade. Think it out now—first, what you are going 
to de for the early fall rush; second, how you are going 
to do it better for the holidays. 

















HE customers 





PAEBORIATANOY 
na S| Cm ena } deen of ee, 
tte >» : A ; 

- ZB Oe a y | 


fA } i ; | \ 
Sr LY a. oss a aw 





ba 
Cn 


The 2 new Premier Duplex 





The Floor-Polisher retails at 
$10.00 
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accessories sell both! 


HE Premier Duplex has always been easy to sell. 


It cleans with such sensational speed, ease and thor- 
oughness that it takes but one demonstration to win a 


purchaser. And now added to its other virtues are 


new, much-needed accessories—the Floor-Polisher 
and the Heater-Dryer. 


They are two more argu- 
ments to complete the sale more quickly—and, 


moreover, they bring you in additional profits, too. 
The old customers will come back, if you just tell 
them about the new accessories. The Floor- 
Polisher which makes floors gleam profession- 
ally in a couple of minutes and the Heater- 
Dryer which has dozens of uses, will be 
welcome additions in all households where 

the Premier Duplex is now working. 

Sell every new Premier Duplex customer the 


accessories, too. And round up the old for 
separate accessory sales. 


ELECTRIC VACUUM CLEANER CO., 
INC. 





Cleveland 


Ohio 
Manufactured and distributed in Canada by 
the Premier Vacuum Cleaner Co., Ltd., Gen- 


eral Offices, Toronto. 
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The Power Company Shouts: Come on in, the Selling’s Fine 


(Continued from page 20) 


HE writer has had considerable experience in re- 

tail merchandising and has been privileged to ob- 
serve and take part in both competition and cooperation 
with the municipal and privately owned power com- 
panies. At the present time he is not connected with 
any interest included in this four-sided cooperative sell- 
ing plan, and is not a member of any association of 
merchants directly concerned. 

An impartial, unbiased investigation of this plan had 
brought to light many things that should interest the 
retail merchant of other districts as well as those imme- 
diately interested here in Southern California. Forty 
merchants or their managers and some of their sales 
force were personally interviewed in hardware stores, 
electrical goods stores and department stores; the power 
company and jobber active in this case aided in every 
way asked, and some local hardware jobbers and their 
salesmen were consulted as to the outcome. 

In general, the merchant who did not cooperate in the 
plan, whether he was invited or not, retained an old 
grudge against the power company for what he termed 
unfair practices in the sale of merchandise in the past. 

He looked with suspicion upon what appeared to him 
to be a radical change in the policy of the power com- 
pany, and will probably continue to look at it in that 
light until he is convinced otherwise by continued per- 
formance of the present policy, more direct contact with 
the officials of the power company, and an O. K. by the 
secretary of his local trade association. 

There were, however, merchants among those who did 
not join the campaign who would have readily joined 
had they been invited. 

Specifically, here are some of the answers from the 
non-joiners who were invited, to the question: 

What were your reasons for not getting in on this 
cooperative selling plan? 

“T see in the power company simply another retail 
merchant like myself who is out after the same busi- 
ness, and with the kind of competition that I can’t and 
don’t want to meet. Why should I help a competitor?” 

“Oh, I’m too darned busy with my own troubles to be 
interested in anybody else’s!” 

“Well, I don’t know any of that electric light bunch 
and I’d rather buy my stuff from my regular jobber.” 

“I’ve never done any business with these folk; if it’s 


0. K. and such a darned good movement, why don’t ° 


ya: ‘have something to say about it?” (Harry Boyd 

e sébretary of the Southern California Retail Hard- 

ers’ Association.) Unfortunately Mr. Boyd 

had not been made a party to the preliminary arrange- 
ments. 

One electrical dealer turned down the scepiaition be- 
cause he said that his appliance trade was getting less 
important all the time, that the department stores, the 
hardware stores, and the power company seemed to be 
selling all of the appliances and that he could make 
more money in the contracting side than in the sale of 
electrical merchandise. 

Briefly, here are some of the expressions of merchants 
who joined the campaign, and most of them were en- 
thusiastically for it: 





“Well, I thought the Southern California Edison Co. 
was darned good company to be in.” 

“T joined this campaign purely and simply because it 
is a cooperative movement and will promote a fairer 
competition.” 

“I’m a stockholder in the Edison Co., they never in- 
terfered with my business, and I’m out to boost their 
game.” 

Some merchants cooperated in this campaign as a 
matter of course, because they had pretty complete elec- 
trical departments in their stores and had previously 
cooperated with the power company in the sale of electri- 
cal refrigeration and ranges to their mutual advantage. 


HY not suspect the power company of looking 

ahead, of planning for the future in regard to 
merchandising? From a power standpoint they are 
planning far ahead so that they will have under con- 
struction enough generating projects to supply power 
for a population of 7,000,000. It is reasonable to believe 
that they foresee the results of the present trends in 
merchandising. 

The department stores in this section saw the possi- 
bilities of extensive display and stocking of electrical 
appliances before the hardware stores did and have 
been cashing in on so much added trade for some 
time. The modern proprietors of hardwares are awake 
also and now have comprehensive departments of elec- 
trical goods with a range from fuse plugs even to elec- 
tric ranges and electric refrigerators, conduct outside 
selling and do their own servicing. 

It looks as if the retail hardware store is about to 
take a more prominent place in the distribution of 
electrical merchandise and I found on this present in- 
vestigation that many are thinking along these lines. 

Merchandising of electrical appliances is hardly 
more than an incident in the volume of business done 
by the large power companies. 

Why wouldn’t a power company be tickled to death 
to get out of merchandising, Don’t you really believe 
that they have reasons for being in it? Have you ever 
talked it over with them? 

There is the meat of all the trouble. There has been 
no contact. Whose fault it has been does not matter 
in this case, as the power company has taken the 
initiative. It invited the merchant to cooperate, it 
offered to help him, and it put up its own money to 
defray the promotion expenses. 

Undoubtedly the methods of contact used in this 
campaign could have been bettered and there is con- 
siderable promise that they will be improved. 

We would suggest to the merchant who is selling 
or wants to sell electrical goods that he watch closely 
all developments along the line of cooperative efforts 
on the part of the power company and that he inves- 
tigate before he turns them down. The National 
Hardware Dealers’ Association has paved the way for 
cooperation. There is a friendly attitude on the part 
of many power companies and a showing of the proper 
spirit may do much toward eliminating one part of 
the competition that has been considered harmful. 
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This is the first and only time that any manufacturer has shown his 
faith in his own washing machine to the extent of getting squarely behind it 
for 10 years’ time. 

Customers sometimes wonder whether Automatic can really deliver as 
good a machine as we claim the Model 20 to be at such a low price. 

The 10-Year Service Guarantee Bond answers the question to the satis- 
faction of anyone. 

Write for full information and low prices on the new Model 20. 


Automatic Electric Washer Company 
2000 W. Third Street Newton, Iowa 
Offices at New York, Philadelphia, Portland, Dallas 


Export Address: Automatic Electric Washer Co., 327 S. La Salle St., Chicago, IIl. 
Cable Address ““AEWCO” 








€TRRESISTIBLE | 
COMBINATION 





The dealer selling the Automatic Model 20 now possesses 
the three most powerful selling advantages ever afforded with 
any Electric Washer— 


1. A machine that compares favorably in quality and features 
with any washer at any price. Westinghouse Motor, Copper Tub, 
standard Steel and Aluminum Wringer with best rolls obtainable 
—compare it point by point with any other, regardless of price— 
and you will admit this claim. 


2. A price that enables you to sell this washer for less than 
$100—usually $89.50—(slightly higher west of the Rockies). You 
know the big demand today is for merchandise of the old-time 
high quality yet sold at a considerably lower price. Automatic 
first met the situation last winter with this Model 20 and its 
success has been tremendous. 


3. Now a 10-Year Service Guarantee Bond that puts the cap 
sheaf to the Automatic Selling Line-up. 











That’s what one of the important 
lowa distributors wrote of the Auto- 
matic Model 20—the machine that 
has swept the country in a phenom- 
enal way. We quote from a letter of 
late spring, from the Cedar Falls Elec- 
tric and Hardware Co., Cedar Falls, 
Iowa: 


“We have delivered and sold over 
30 of these Model 20 Automatic 
Washers in Cedar Falls since we 
received our first shipment, and each 
and every customer is well satisfied 
and gladly recommends the Model 20 
to other prospects. I have personally 


See What You Can 


sold electric washers for 15 years and 
think that the Model 20 is the Great- 
est Washer Value on the American 
Market today.” 


Remarkable value is winning out— 
as it usually does. 1927 has been our 
greatest and most successful year— 
due to the introduction of Model 20 
—an electric washer that combines 
every known feature of convenience 
and efficiency with a price that 
enables it to be sold at retail for 
about two-thirds as much as women 
expect to pay for a fine electric 


washer. 
Them 
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for Less than $100 


Copper Tub, 6-sheet capacity, self- 
draining — patented Aluminum 
Hydro-Disc—Silent Top Drive, starts 
and stops automatically by closing or 
raising lid—Aluminum Drain Boards 


Automatic Electric 
2000 West Third Street 


Export Address: 


—Steel and Aluminum Wringer, 


locking in all positions—Duco Grey 
Finish. 

Write for full information and low 
prices on the new Model 20. 


Washer Company 


NEWTON, IOWA 


Offices at New. York, Philadelphia, anny Dallas 
Automatic Electric Washer Co., 327 S. La Salle St., Chicago, Ill., Cable Address *AEWCO” 
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Sell Your Prospects on 


a Comfortable Kitchen the Year ’Round 


When you are confronted with the answer—“I’d 
like an electric range, but never bought one because 
we must have some heat in the kitchen in cold 
weather”—you can now offer the range that just 
“fills the bill.” 

Electric cooking with a comfortable kitchen the 
year ’round is assured with the 


oF ELECTRICS 


TRADE MARK 

































Combination Range 


As complete as the most exacting housewife would 
demand, with a return-flue kitchen heater built-in 
to make one compact unit. 

Just the thing for homes without a central heat- 
ing plant. In Summer, the comfort of cool cooking 
and baking is a boon to the busy housewife. In 
Winter, Spring or Fall, when additional warmth is 
wanted, the built-in kitchen heater provides it eco- 
nomically. Burns coal, wood or coke. The return- 
flue construction utilizes full heating value of the 
fuel instead of permitting the greater part to escape 
up the chimney. Convenient for the quick disposal 
of waste paper and kitchen rubbish the year ’round. 

Quicker turnover, better profits and the minimum 
of servicing are yours if you tie to the L & H 
Electrics Line. Write today for detailed informa- 
tion. 

A. J. LINDEMANN & HOVERSON CO. 


435 Cleveland Ave., Milwaukee, Wis. 
: BRANCHES AT 
Long Beach Building, 405 Lexington Avenue, New York, N. Y. 
L&H Building, .2626 West Washington Boulevard, Chicago, IIl. 
1636 Fourteenth Street, Denver, Colo. 
715 Bryant Street, San Francisco, Cal. 





























In addition to the articles shown here, our line 
of Electric Appliances also includes: 







Hot Plates Heaters Heating Pads 
Curling Irons Water Heaters Air Heaters 
Table Stoves Urn Heaters Waffle Irons 





HE Combination Range shown here, with 

built-in Kitchen Heater and full Auto- 

matic Time and Temperature Controls, 
is representative of the dominance of L&H 
Electrics. An extremely compact model, with 
extra large oven, complete in every detail. Has 
four-unit cooking top and return-flue kitchen 
heater built-in. Can be furnished with cast 
waterfront or water coil for gonnection to hot 
water boiler. 


©Turnsit” Toasters 
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' New Goods to Sell 


~ 


Premier Duplex Floor Polisher 


The Electric Vacuum Cleaner Com- 
pany, Cleveland, Ohio, manufacturers 
of the Premier Duplex Electric Vac- 
uum Cleaner recently announced a new 
accessory for their cleaner, the Pre- 
mier Duplex Floor Polisher. This at- 





tachment polishes practically every 
kind of floor surface—wood, linoleum, 
tile, marble and composition. The 
polisher clamps on the base of the 
cleaner and is driven at a high rate 
of speed by means of a special belt 
from the armature shaft of the motor. 
The makers call particular attention 
to its simple construction, durability, 
ease of application and ability to pol- 
ish a wide strip of floor surface in a 
short length of time. 


Model 20 Automatic Washer 


The entire top, lid, legs, leg braces 
and base of the new model 20 Auto- 
matic Washer, made by the Automatic 
Electric Washer Co., Newton, lowa, 
are made of pressed steel. The legs 
are electrically welded to the braces 
in a rigid unit. The model is ——_ 
with standard Automatic hydro-disc 
washing principle, which action forces 
the cleansing suds through the meshes 
of the fabric at the rate of 120 times 
a minute. The copper tub, nickel plat- 
ed, is corrugated for greater strength 
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and is of 6 sheet capacity. Bottom 
outlet is threaded for hose connection. 
The steel and aluminum reversible 
wringer has 12 inch cushion rolls, 
which are removable without the use 
of tools. The wringer can be used on 
two sides of the tub, locking rigidly in 
all positions. The top drive auto- 
matically stops and starts by raising 
or closing the lid. The inclosed belt 
is easily accessible, and has quick ac- 
tion belt tightener. Machine cut 
helical gears; large bearings through- 
out. Wringer, top, lid, legs, base are 
all rustproof with Udylite. Requires 
24 inch square floor space; weighs 130 
pounds. 


Ajax Aerial and Lead-In 


Connector 


This connector holds two No. 14 
wires with tight contacts. No soldering 
necessary. Made of copper with heavy 





AJAX St. Lours 


brass screws and set nut. Manufactured 
by the Ajax Electric Specialty Co., 
1926 Chestnut Street, St. Louis, Mo. 





New Century Electric Motors 


The Century Electric Company, St. 
Louis, Mo., recently placed on the mar- 
ket two new motors, type DSCH—the 
high torque type Double Squirrel Cage 
Induction Motor, particularly suitable 
where heavy static, friction and iner- 


- 


tia loads are to be started, such as 
conveyors, plunger pumps, compres- 
sors, presses, mixers, etc.—and type 
SP Split-Phase Induction Motor. This 
motor wound for frequencies between 
25 and 60 cycles and for speeds not in 
excess of 1800 r.p.m. will develop a 
static torque of not less than 160 per 
cent of full load torque. They are es- 
pecially adapted to drive domestic and 
service apparatus, such as washing 
machines, flashers, churns, etc., and 
other devices that do not generally re- 
quire a static or initial starting torque 
appreciably in excess of full load 
torque. 
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Bee-Vac Junior Vacuum Brush 


A vacuum brush called the “Bee-Vac 
Junior” has been brought out by the 
Birtman Electric Co., 4140 Fullerton 
Avenue, Chicago. The brush is oper- 
ated with one hand and is designed 
for cleaning clothes, upholstered fur- 





niture, draperies, billiard tables and 
out of the way places, etc., the brush 
being pointed at the ends to facilitate 
the cleaning. The motor is a %-hp. 
Birco Universal running on 110 volts 
A. C. or D. C., 60 cycles or less. Also 
made for 32-volt current for use with 
farm lighting plants. Equipped with 
20 ft. of cord. The bag is held up- 
right, away from the hand and the 
object being cleaned. 





New Royal Cleaner 


The P. A. Geier Company, 540 East 
105th Street, Cleveland, Ohio, recently 
brought out a new model vacuum 
cleaner. The model cleans by air alone 
and when it is desired to use the at- 
tachments, the nozzle is removed by 
lifting a latch and the hose for the 
attachments connected. A detachable 
brush can be used for bare floors and a 
cover of soft material which is part 
of the regular equipment, can be 
slipped over this for polishing. When 
the brush is used the nozzle of the 
cleaner is adjusted by means of an 
adjustable screw, until it rests firmly 
on the floor. The dust, bag is released 
by lifting the ring at the top of the 
metal fastening.” : 


























is the new NOTE 


in paclio 


Your customers today demand beauty 
in radio. Beauty—not only in tone, 
but beauty in appearance. 

Splitdorf has been the first to recog- 
nize this demand, and to strike this 
new note in radio. The beautifully 
designed models combine perfection 
of performance with the decorative 
value of fine furniture. 

The sensation caused by the new 
Splitdorf models at the recent Chi- 
cago Trade Show proved that Splitdorf 
leads in radio beauty today. 


12 models — $45 to $800 
Prices apply only east of the Rockies 


Tue Assey — Patterned after an Old World jewel 
case. Devoid of metal trimmings. Done in antique 
walnut with carved ornament. Equipped with the 
new Splitdorf single dial receiver, employing four 
tuned circuits. List price, without accessories, $100. 
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Cabinets designed under the personal direction of Mr. Noel S. Dunbar 


Tue Lorenzo — A magnificent model in the style of the Italian Renais- 

sance. Massive, yet its tapered sides permit of its placement in a restricted 

space. Equipped with the new Splitdorf six-tube receiver unit. Single 

knob control. Illuminated dial, enclosed loud-speaker and Splitdorf 
socket power plant. List price, $350. 
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Acme AB Socket Power Unit 


The Acme Electric & Mfg. Co., 1444 
Hamilton Avenue, Cleveland, Ohio, re- 
cently added a new item to their line 
of radio products, an “A and B” 
Socket Power Unit, with a capacity of 
40 mills at 150 volts. The unit consists 
of a standard six-volt storage battery, 





capacity 40 ampere hours, also an 
Acme BE-40 “B” Power Supply Unit, 
the Acme Two Rate Trickle Charger 
and the Acme Automatic Control 
Switch, inclosed in a lacquered case. 
Bulbs, cord and sockets included. Au- 
tomatic in operation, controlled by 
switch in set. Unit made with one ex- 
ternal control in primary side with 
fixed internal resistors. For 6 to 8 
tube sets. 





E-Z Wire Stripper 


A tool for stripping the insulation 
from electric wires of from 10 to 20 
gage and stripping from %” to 1” at 





each clip, has been brought out by the 
Pyramid Products Companv, 2311 
South State Street, Chicago, Ill. 





Electric Water Heaters 


A new line of electric water heaters 
has recently been announced by the 
A. J. Lindemann & Hoverson Com- 





pany, Milwaukee, Wis. The circulating 
type (illustrated) is made of brass and 
copper, attractively finished in gray 
lacquer and thoroughly insulated with 
wool felt. The unit is nickel chromium 
ribbon wound on a mica core, mica in- 
sulated and inserted in a flat copper 


tube. The whole is then pressed, mak- 
ing it compact and impossible to dis- 
arrange. The terminals, of pure nickel, 
have been given special attention. The 
wiring is in rigid conduit. Element 
can be removed for cleaning should oc- 
casion demand, by removing the top 
head. It is unnecessary to disconnect 
the switch. Made with automatic and 
non-automatic temperature control for 
110-220 volts and 2000 to 5000 watt- 
ages. An immersion type is also made 
for 110-220 volts and 750-1000 watts. 


New Yale Handi-Lite 


The Yale Electric Corp., Tillary 
Place and Pearl Street, Brooklyn, 
N. Y., recently placed on the market 
a flashlight having a collapsible stand 








making it possible to place the light 
so that its beams can be directed at 
any object no matter what the angle. 


New Big Three “Speed King” 
Washer 


A new washer of the gyrator type 
called the “Speed King” has_ been 
placed on the market by the Barlow & 
Seelig Mfg. Co., Ripon, Wis. The cast- 
aluminum four-vane agitator is driven 
by a %-hp. motor. Tub is nickel-plated 
copper, rounded bottom and square 
sides with rounded corners. All mech- 
anism is inclosed by long removable 
panels and Durex self-oiling bearings 
are used on all moving parts. Clutch 
lever starts and stops agitator; clothes 
can be put in or taken out while ma- 
chine is running. The wringer, of 
semi-balloon type, is of rust-proof udy- 
lited nickel plated, while the base on 
which the motor rests is of wood to 
eliminate noise and vibration, the body 
construction is steel, finished in gray. 
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Ajax Radio Trouble Lamp 


The Ajax Electrical Specialty Co., 
1926 Chestnut Street, St. Louis, Mo., 
recently placed on the market a trouble 
lamp with battery clips to attach to 
any six-volt battery circuit—direct to 
battery or binding posts of “A” circuit 





in set. The lamp is furnished com- 
plete with Mazda bulb, silver plated 
reflector, crystal glass lense and ten- 
foot flexible cord. 





Porcelain Ceiling Receptacle 


A two-piece porcelain receptacle for 
ceiling fixtures, outlet boxes and sign 
work has been add- 
ed to the line of 
electrical wiring de- 
vices manufactured 
by the C. D. Wood 
Electric Company, 
Inc., 565 Broadway, 
New York. The re- 
ceptacle has termi- 
nals recessed and 
entirely closed on 
the sides so _ that 
it can be sealed up and made weather- 
proof after the wires are fastened to 
the terminals. The recess is deep 
enough to cover the heads of the 
screws which are polarized. 


Everhot Wall-Outlet Range 


The Swartzbaugh Manufacturing 
Co., Toledo, Ohio, has brought. out a 
new electric range, Model RA 200. The 
model stands 39%” overall and is 18” 
wide, finished in gray lacquer trimmed 
in nickel. The range has a maximum 























current consumption of 1320 watts. 
The equipment consists of 1 roasting 
pan, broiler pan, baffle, 1 set of half 
round utensils, two eight-foot heater 
cords with connectors and plugs, wire 
shelves and instruction book. The net 
weight is 71 pounds. 
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Now” 7 times 





HEN it was first announced, Mohawk 

One-Dial Radio for 1927-28 had 6 great 

features that assured Mohawk dealers 6 
times more certainty of success. Now a seventh 
feature is added —an amazing speaker of tone 
which the most prejudiced will grant is unrivalled. 
Through a newly-discovered, exclusive construc- 
tion, the Mohawk Pyramonic Speaker achieves a 
depth and clarity of expression that seems beyond 
improvement—to excel it will require necromantic 


more certain of success! 


powers not possessed by man. Now check these 

. Mohawk features: 1 — The first and the foremost 
One-Dial Set, shielded, 6 tubes. 2—The exclusive 
Mohawk Interchangeable Drawer, an insurmount- 
able barrier to competition. 3—Consoles that must 
be seen for adequate appreciation. 4—A.C. electric- 
ally operated sets. 5—The Mohawk Dealer 
Franchise—unprecedented in its broad terms. 6— 
The astounding Mohawk Pyramonic Speaker. 7— 
Absolutely unparalleled prices! 


Is there anything left for you to do other than to write immediately? 





MOHAWK 
RADIO 


is now licensed under 


RADIO 
CORPORATION 
OF AMERICA 
Patents 


cx 


Full Protection 





for 
MOHAWK 
Dealers 
IROQUOIS CONSOLE—Rich walnut, hand-rub- , | , i 
bed, ——_ mig apron maple a. SEMINOLE SPANISH VARGUENO 
carved, four turned legs, battery compartment wi co ee 
front removable panel, with built-in patented pyramid C ge = superbly —- yom 
loudspeaker with tastily designed Burgundy red silk- Other models at reation. mplete in every detail of design, 
+ ace ell. ee Sane Wliaeen ae a originality and construction. Dimen- $ ys 7 5 
awk interchangeable battery or electric Drawer Bushy : : 
Unit. Dimensions: 4734 x 2342 x 15% inches. $130 $67.50, $92.50, $165 sions: 45% x 36 ys 20 inches. List 
- ’ ‘ : and 195 With A. C. Electrical Equipment, $110 extra. 


With A. C. Electrical Equipment, $110 extra. 





MOHAWK CORPORATION 
OF ILLINOIS 


Established 1920 
Independently Organized in 1924 


2214 Diversey at Logan Blvd., Chicago 
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Building Them Better 
Pricing Them Lower 
Selling Them Faster 
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OUTSTANDING , IS 
GROWING BY LEAPS 


“AND BOUNDS-~2~ 
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The Winged Victon! 




















LEADERSHIP 


on top of last year’s record of by far 


for example: 


the largest volume in the entire 


cleaner industry, current Hoover Dealer sales over last year’s 


to July first show an increase in machines of 30.9%. 
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THE HOOVER COMPANY 
NORTH CANTON, OHIO 
The oldest and largest maker of electric 
cleaners + The Hoover is also made 
in Canada, at Hamilton, Ontario 
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Electrical Business Briefs 


r YWO notable events are reported from Hoover 
Camp, North Canton, Ohio, where the Seventh 
International convention of Hoover men has been 

held in two sections; the first beginning July 6 and last- 

ing to the end of the week, the second beginning July 13 

and running out that week. The first convention in- 

cluded in attendance branch managers, maximen, 
demonstration champions and top notchers—Hoover 
designations for men who succeed. The second group 
included branch managers and cashiers, district man- 
agers, special campaign managers and some service 
men. The entire affair is planned to bring about a 
complete understanding of policies and stir up the 
men for better work. The setting of the salesmen’s 
week was a pirate camp and the Hoover colors, black 
and gold, fitted well into the scheme. The money prizes 
were distributed as pirate treasure with certain weird 
ceremonies. There were delegates present at both con- 
ventions from Great Britain, Germany and Holland. 
Canada is not regarded as a foreign country. 


HIO-CLEVELAND Industrial Exposition is being 
held from Aug. 6 to 28 in Cleveland. It is par- 
ticularly a presentation of the Cleveland and Northern 
Ohio industries. This section is quite strong in elec- 
trical interest and naturally a good many electrical 
displays are being presented. Chief among those of 


general electrical interest is the “Tower of Jewels,” 
which is a demonstration of beauty that can be ob- 
tained with electrical equipment. 


ECEIVERSHIP proceedings were instituted early 

this month in the New York courts against the 
Servel Corporation, manufacturer of gas and electric 
refrigerating machines chiefly for domestic use. The 
proceedings include not only the parent company, a 
Delaware corporation, but the Servel Corporation of 
New York and the Absorption Refrigeration Company, 
Inc., subsidiary companies. The suit was instituted 
over printing bills but were not opposed, as the heads 
of the organization admitted that the company was not 
in position to meet note obligations maturing in Octo- 
ber. The liabilities of the company are said to be 
$4,200,000 and the assets are in excess of $9,000,000. 
Courtland Nicol and Frank E. Smith, the receivers, 
announce that the business will be continued, pending a 
reorganization. 


CTIVE preparations are under way in all trading 

centers of the country for the annual radio shows. 

These shows are, of course, different from the Trade 

Show recently held in Chicago in that their primary 

function is to introduce to the public the merchandise 
(Continued on page 58) 





THERE IS CONVENIENCE IN HANDLING A COMPLETE LINE 





device selling. 





quality and enterprise. 








—and a steady, profitable volume for you in wiring 


The trade approval and consumer acceptance 
which stand behind the Arrow Line are the result 
of over twenty-five years of dependability, service, 






























































Horton 
No. 34 Electric 
5 Cones tub .Sub- 
merged agitator type. 
Positive vibrationless 
washing actior. Elec 
tric power. 











She Horton No. 


Submerged Agitator Principle in 
Electric—Gasoline—or Pulley Power 


HE Horton No. 34 Series standard- 
izes the submerged agitator principle 
in 3 different power units. 


One principle — one type — available in 
electric, gasoline or pulley power. Today 
the Horton No. 34 Series is the talk of 
thetrade. Dealers long have wanted this 
combination. 

The remarkable speed—the simple, gen- 
tle washing efficiency of the Horton sub- 
merged agitator has been proven. The 
unusual sales record of the No. 34 Elec- 
tric substantiates this. 
Now—this same principle is 
available in gasoline power (No. 
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34-64) and pulley power (No. 34-54) for 
homes without electricity. 


Realize the sales possibilities of the No. 
34 Series: it means simplified selling; it 
means economy in stock investment; it 
means that every submerged agitator 
prospect can be served regardless of 
power requirement. 
The Horton No. 34 Series widens your 
present market. Let us give you the facts 
on this Series as well as other Horton 
products including the Horton Auto- 
matic Ironer. 


Horton meets yours and your 
customers’ needs very definitely. 





34 Series 





HORTON MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 


HORTO 


She 
Horton No. 34-64 


Gasoline Power 
P i 
(Fito 





G@opper tub. Submerged 
agitator principle. with 
in-built gasoline engine. 
For homes without elec- 
tricity. 


She 
Horton No. 34-54 
Pulley Power 





Copper tub. Submerged 
agitator principle. For 
Pulley use where power is 
already available. For 
homes without electricity. 





Washers 


lroners 





GOOD PRODUCTS—Yes! and aboveall elseGOOD FRIENDS 
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New Westinghouse Hot Plate 





The Westinghouse Electric & Manu- 
facturing Co., East Pittsburgh, Pa. 
have brought out a new hot plate 5% 
in. in diameter and using an open coil 
unit arranged for single heat and 
rated at 550 watts. The rim and legs 
are finished in polished nickel, while 
the frame is white nickel. 





Graybar No. 2 Iron 


A new model called the Graybar 
No. 2 Iron, made only in 6-lb. size, 
rated at 550 watts and supplied in 
95,110,125,220 and 250 voltages, is one 
of the latest products of the Graybar 





— 


Electric Company, 100 East Forty- 
second Street, New York City. A heat 
baffle of asbestos sheet-packing be- 
tween heating element and pressure 
plate minimizes passage of heat up- 
ward and directs heat to sole plate, 
resulting in quicker heating. ~ 





New Vesta Dry Trickle Charger 


A dry trickle charger, manufactured 
under the Vertrex patents, has just 
been announced by the Vesta Battery 
Corporation, Chicago, Ill. The opera- 
tion of this charger rectifies through 
the medium of two dis-similar metals, 
the elements being aluminum and cop- 
per sulphite discs. Contact between 
the discs is obtained by a tripod con- 
struction of the aluminum discs, giv- 
ing contact at three points, contact 
being maintained by a spring which 





carries a pressure against these discs 
at all times. The manufacturer claims 
that after the charger has been in op- 
eration several hours its temperature 
will not increase more than five to ten 
degrees centigrade. The low charging 
rate is .5 and the high 1% ampere. 
Uses the full wave for rectification. 





New Portable Volt-Ammeters 


A portable volt-ammeter designated 
as type DS-2, meeting the demand for 
a compact and accurate direct-current 
instrument has been brought out by 





the General Electric Company, 
Schenectady, N. Y. All exposed parts 
are protected by a hinged cover, the 
case being of bakelite, molded to re- 
semble leather. The instrument can 
be carried in the pocket. Six scales 
are incorporated in each of the meters, 
three for voltages and three for cur- 
rent, one of each reads direct and the 
others in multiples of 10 or 2. The 
change from scale to séale and from 
voltmeter to ammeter is made by a 
rotating switch between the binding 
posts. Voltages up to 150 and cur- 
rents up to 39 amperes can be checked 
with the DS-2 meters. 


New Socket Power Unit 


A new “A” socket power unit has 
been placed on the market by the Val- 
ley Electric Company, 4515 Shaw Ave- 
nue, St. Louis, Mo. The unit connects 
directly to the house lighting circuit 





and operates only: when the set is in 
use. Connected in the same manner as 
a storage battery and unnecessary to 
rewire the set. A receptacle is pro- 
vided at the back of the “A” power 
unit for plugging in the “B” power 
radio and all accessories are operated 
from one switch. Both the new “A” 
unit and the “B” power unit made by 
the company employ Raytheon ele- 
ments. Provision is made in the “A” 
power unit for use of an addition Ray- 
theon element when operating sets of 
seven tubes or larger. 
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Standard Urn Heater 
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An urn heater No. 3000, which lifts 
up under the urn, being adjustable 
from 6% to 10% in., has been placed 
on the market by the Standard Stove 
Company, 1714 North Twelfth Street, 
Toledo, Ohio. The heater is made in 
two wattages, 1000 and 1500, each con- 
trolled by three-heat switch. 


New Flexco-Lok Lamp Guards — 


An addition has just been added to 
the lines of Flexco-Lok and Flexco 
Lamp Guards consisting of six num- 
bers of reflector guards for lamps 4 
inches long or less. The key-locking 
Flexco-Lok, the non-locking Flexco and 








the Flexco Portable type, each made 
to fit standard brass and 14-inch 
weatherproof sockets. This addition 
to the Flexco-Lok and Flexco lines 
gives a selection in a minimum of lot 
numbers, practically covering all pos- 


sible service requirements. The equip- 
ment is made by the Flexible Steel 
Lacing Company, 4607 Lexington 


Street, Chicago, IIl. 





Semi-Indirect Lightng Unit 


The F. W. Wakefield Brass Com- 
pany, Vermilion, Ohio, announced a 
new totally enclosed  semi-indirect 
lighting unit for residence and hotel 
guest room service. The unit consists 
of an embossed hanger which accom- 
modates a globe similar to that used in 
the company’s office lighting unit. The 
globe is of crystal glass, the upper 
part being clear and having a sloping 
contour which “sheds” much of the 
dust that falls upon it. The bowl of 
the globe is treated with an enamel 
which has the translucence, texture 
and color of alabaster and is decorated 
— a simple design in India tint or 
uff. 
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Increase the value 


of your counter space — 


Presto-Jr. is so light in weight it can safely be !placed on top of a glass - 
show case where everyone who enters your establishment can see it. 


Every woman who comes in will be attracted by this counter display of 
Presto-Jr. Shewillwant a demonstration and that nearly always means a sale. 


Merchants are constantly reporting extraordinary sales through these 
counter demonstrations. They are getting the benefit of our 


f Endorsed 
by 
GOOD 


HOUSEKEEPING 
INSTITUTE 











Prest 


Strong, Forceful Advertising 


now running in America’s leading magazines. The prospec- 
tive buyer is half sold before the demonstration. Seeing 
Presto-Jr. in action clinches the sale. Order through your 
jobber. Do it today—be ready for fall house cleaning time. 


METAL SPECIALTIES MFG. COMPANY a 
338-352 North Kedzie Avenue, Chicago 





Size” 
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Electric Vacuum Cleaner | 
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This close-up of the moror- 
driven brush shows bow 
Presto-Jr. accomp.ishes 
what no ‘‘attachments’’ 
can. Not suction alone, but 
the searching, powerful 
brush action indispensable 
to the modern cleaner. 
Presto-Jr. is only a foot long 
and weighs but3' pounds, 
Complete with 15 feet of 
beavy insulated cord and 
standard socketplug. Made 
in 3 voltages, 32 volt, 110 
volt or 220 volt power. 


-Junior 


“Whisk-Broom 
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“They Keep a-Running 


Electrical Business Briefs 
(Continued from page 54) 
shown to dealers and jobbers at the Trade Show. The 








14 Horse Power Century Type RS Repulsion-Start 
Induction Single Phase Motor 


A Motor You Can 
Forget 


Century Type RS Repulsion-start Induc- 
tion Single-phase Motors—widely used on 
household refrigerating machines, pumps, 
compressors, oil burners and similar appa- 
ratus—are practically self-maintaining for 
at least a year. 


The Century Wool-yarn System of 
Lubrication assures proper lubrication 
for at least a year’s continuous service 
—without reoiling. 


2 Filtering properties of the pure wool 
yarn used in the Century Wool-yarn 
System of Lubrication prevent dust, 
dirt and flying particles reaching the 
bearing surfaces. 


3 Bearing housings are closed—as nearly 
dust tight as it is possible to build 
them. 


4 Bearings are of cast phosphor bronze, 
the highest grade bearing material 
obtainable and provided with machine- 
cut figure-8 oil grooves. 


5 Motors are thoroughly insulated to 
withstand dampness. 


Built in all standard sizes from % to 40 
horse power. Temperature rise not more 
than 40° Centigrade in hottest spot. 


CENTURY ELECTRIC COMPANY 
1806 Pine Street St. Louis, Mo. 


For More Than 23 Years at St. Louis 


MMR EEE E ECAR 











first of these shows will be the Annual Radio World’s 
Fair in Madison Square Garden, New York, begin- 
ning Sept. 19 and lasting all week. It is expected 
that 10,000 of the 250,000 visitors at this show will 
be dealers. There will be a broadcasting studio, special 
broadcast programs, a forum of technical leaders and 
the announcement of developments. The Radio Indus- 
tries Banquet will be the night of Sept. 21. 





Society for Electrical Development announces the 
annual meeting to be held at Association Island, off 
Henderson Harbor, N. Y., August 28 to 31. The pro- 
gram is arranged primarily to explain the reorganiza- 
tion of the society as the direct representative of the 
chief electrical industry associations and the presidents 
and managers of these associations will be speakers. 
The Read Seal Plan, the present chief activity of the 
society, will be a prominent subject. 


Display Multiplies Lamp Sales 
(Continued from page 28) 


give an entire window to incandescent lamps. But the 
Crowley, Milner Company felt that National Mazda 
lamps were of sufficient importance to justify the 
twelve-foot window display shown in the picture. This 
window was put in just before Easter and two nests of 
various colored lamps on the artificial grass floor cover- 
ing added to its interest. Baby chicks were placed in the 
nest and one lamp bulb was broken in each nest and a 
chick placed in the broken bulb as if the chick were just 
coming out of its shell. Flashing, colored lights were 
used in this window in the lamp display pieces. 

Sales girls have been instructed to ask all customers 
as to whether they needed any lamps, and lamps are 
sold whenever possible with lighting fixtures or porta- 
ble lamps which are sold in Mr. Gorman’s department. 

The fixture installation men have also been requested 
to solicit lamp orders while working on jobs. 

Newspaper advertising of the Crowley, Milner Com- 
pany frequently calls attention to Mazda lamps in con- 
nection with fixtures and portable lamp advertising. 


What's This Washer Worth? 


(Continued from page 37) 


doubt and misunderstanding often came between the 
customer, the salesman and the house, and the cus- 
tomer eliminated as a prospect for further items. 
“Smallness of the store does not necessarily pre- 
vent a hardware man from making a go with the larger 
appliances,” says Mr. Webb. “If he will use his lamps 
to sell small appliances, and small appliances and 
lamps to bring people into his department, where they 
can see the larger appliances, there is no reason why 
he cannot make a reasonble number of sales a year. 
“He does not have to stand the cost of an extra 
sales force; he has little extra investment, and the 








% to 40 H. P. 


\% to 40 H. P. 


business is clean and satisfactory. It is easy to make 














boosters of your store with large appliances—if they 
are sold properly in the beginning.” 
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The Little Blond Lady 


(Continued from page 23) 


“Well, you see current costs the same any time, but 
more coffee is made mornings than evenings, and it 
requires a little more current to make six cups than it 
does to make two or four. There’s more water to heat 
and it takes longer. That is why I should like to rec- 
emmend our two cup percolator for your girls’ club 
members, those who room two in a room. Here it is. 
How many girls did you say needed percolators?” 

“About 250 in all, two girls to a percolator. There 
are 500 in the club and they average two to a room. 
What is the price of this one and is it a real good per- 
colator?” 

Burns told the price and added that it was the best 
for the money. Then he said “When will you need 
the percolators. Today?” 

“Oh, no; in about a week, when the girls all get regis- 
tered. Classes open about two weeks from today and 
each girl is to buy her own, but I am to recommend 
the one, and its such a responsibility.” 

“Well, Mrs. Perry, you leave it to me and I'll tell you 
a week from today, by phone if you wish, just how 
much current this two cup percolator uses. Then you 
can decide easily and if satisfactory, send the young 
ladies in and I'll sell them the percolators.” 

There are two places to laugh in this story. One is 
right here if you are careful to laugh at the right thing. 
Don’t laugh because you think Burns did not mean 
what he said and could not do it. He did. 

Burns took a two-cup percolator home for practical 
tests and sent one to the testing laboratory for the fur- 
ther information, as he did small irons for room ironing, 
and some smaller cooking appliances. 

When Mrs. Perry returned, he told her about perco- 
lators and many other things, which she repeated to the 
500 girls and the sales started. 

September is normally a good electrical month, but 
this September seemed to run away in Meek & Elder’s 
and, after their returns were added up, Elder stopped 
Meek in the main aisle and‘Said: 

“Burt, what do you think of raising Burns’ salary. 
He’s earned it and I heard in a roundabout way that 
he had an offer from a big shop down the street.” 

“Who told you about the offer, Pete?” 

“My wife. She’s a friend of Mrs. Potter Perry, you 
know, the lady who takes so much interest in the do- 
mestic science work out at the college. She told my wife 
that Burns is the only electrical goods salesman in 
town that knows the most important thing about selling 
electrical appliances. And our friends down the street 
heard it the same way my wife did.” 

“Are you sure it was Burns? How did Mrs. Potter 
Perry know his name?” 

“She didn’t. She described him. She asked my wife 
‘Who is that delightful young man in the percolators? 
The one with the humorous eyes and the unbelievably 
bald head and the Chippendale legs.’” 

Meek looked puzzled; “Chippendale legs, what kind 
is that, Pete.” 

“Why, you know, legs like an old-fashioned bureau, 
one of those high ones you see in museums.” 

Burns got the raise. 
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Because It Has One Good Use 
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YOU CARRY THE 
ELECTRIC TOASTER 


It Sells for You Because It Has 
Its Single Good Use 
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Once Every Morning 
Then Carry the 





DAY-FAN CLEANER 


The Hand-Sized Vacuum Cleaner 


It Sells for You 
Because in Every Home 
It Has Several Good Uses 


Hy 
earl | Dy 





Retails 
Day-Fan Cleaner is a powerful dust eater. for 
Its hungry nose gets into the tiniest uphol- $18.75 


stered corners. It pulls every grain of dust 
from a tightly woven piece of cloth. 

Tell a woman of its many uses and she’ll 
see it as a profitable household help invest- 
ment—especially since it sells for the low 
price of $18.75. Write for descriptive lit- 
erature. 








DAY-FAN 
FANS 


Not all fans perform alike—and you 
can prove it with Day-Fan Fans. 
Here you have a product with eight 
big selling points—Extra Air Deliv- 
ery—Big Blades—Husky Motor— 


Heat Proof — Dirt Proof — Damp 
Proof—38 Years of Fan Experience 
—Economical. 


Not all fans have all these features 
. and your customers know it. Write 
us for information. 


DAY-FAN ELECTRIC COMPANY 
Dayton, Ohio 


For More Than 38 Years Manufacturers of High Grade 
Electrical Apparatus 
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trict has brought a new element into the appli- 
ance merchandising situation. Because—some 
power companies say—appliance dealers have not made 
a sufficient drive on the rural customer they have been 
compelled to organize traveling stores and take a stock 
of appliances to the farm where the rural dwellers can 
select the appliance and have a demonstration. These 
traveling stores, built in auto trucks, carry both small 
and major appliances. 

The explanation of this move is that the regular 
appliance merchants—we presume this includes elec- 
trical dealers, hardware and department store merchants 
—have neglected this trade and have left it to mail 
order houses and peddlers. Some mail order houses 
and most peddlers, the explanation says, do not sell the 
right kind of appliances, and complaints about these 
appliances come to the power company and make 
trouble. 

Everyone who has studied this situation knows that 
to a certain extent, at least, it is well founded. Many 
people—especially those who buy from unknown and 
unreliable sources—are inclined to complain to the 
power company when an appliance does not work. Such 
people know little about electricity and they are in- 
clined to think that a toaster is a toaster or a motor 
is a motor and when it does not work the current or 
connections are at fault. 

There are others who know better, but having bought 


| trict hab of electric lines into the rural dis- 








US 


ELECTRIFIED CHRISTMAS TREE STAND 


th med home a prospect! Most unique 
Christmas Tree decoration ever offered. - 
Made of cast iron heavy enough to hold tree 
of any size. Decorated in snow effect with 
colorful wreath of poinsettias and holly, set 
off by eight lamps. Water container keeps 
tree fresh and green; prevents shedding. 





Jobbers are urged to act now in order that require- 
ments may be anticipated. Write or wire for prices. 


UNITED STATES ELECTRIC MFG. CORP. 
222 W. 14th St., New York Chicago Branch: 323 W. Polk St. 
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The Growing Rural Appliance Market 


from some unknown source, they look to the power com- 
pany as a possible source of help. The power company’s 
interest in the appliance is in selling the current it will 
consume, and they make an effort to keep it running. 
In some cases—not all—the power company will take 
an appliance more seriously than a merchant. 

We have no personal knowledge of the situation in 
the places where the power companies are making these 
extraordinary efforts. We do know of communities, 
however, where the regular merchants are carrying the 
appliance message to the surrounding country in excel- 
lent manner and are realizing largely from this effort. 
These merchants not only sell the regular line of small 
and large appliances, but they install electric pumps 
with water tanks, special and general purpose motors 
and other merchandise and equipment that the farmer 
wants and needs. 

In some cases this is done by the rural department 
of the department or general store, in more cases by 
the hardware merchant who regards himself as the 
farm merchandise headquarters for the country or 
trading community, and in other cases by the imple- 
ment dealer. 

At this period, when power companies are showing a 
more friendly spirit in the merchandising situation, 
it is unfortunate that any merchants should be so 
neglectful of their rightful trading territory as to per- 
mit the power company to feel it necessary to undertake 
unusual merchandising activities—or supply an excuse. 








The Title Is 
“Sweepstakes” 
The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 


Mrs. Beulah Lilois 
Saleswoman 
F. Lilois 
General Hardware 


Hazel Crest, Ill. 














Incandescent Lamps Sold in 1926 


; URING 1926 there were sold in the United States 
a total of 294,000,000 large Mazda and tungsten 
filament lamps, an increase over the preceding year of 
11.8 per cent, as compared with an increase in 1925 
over 1924 or 0.76 per cent. These figures do not in- 
clude miniature lamps, flashlight lamps, Christmas tree 
lamps, automobile lamps, etc. The sales of these types 
of lamps in the United States, including imports, 
during 1926, was as follows: 


Tungsten Filament: 


_.. | iNOS Ree core 32,700,000 
PO era 116,300,000 
oe ere 34,350,000 
pS ee ee rae 4,990,000 
Total tungsten filament... 188,340,000 
Carbon Filament: 
CRI UT OO... sic ew ceveaes 12,680,000 
eee 1,030,000 
Total carbon filament...... 13,710,000 
NIUE a5 a CW eas ae 202,050,000 





The sale of large carbon lamps in 1926 aggregated 


approximately 18,500,000 lamps, this total being com- 
posed of about 2,750,000 lamps of domestic manufac- eC S K | 1 O 
ture and 15,750,000 imported lamps. These figures in- 


dicate an increase in 1926 over 1925 of 13.8 per cent. KITCHEN MECHANIC 


It is estimated the carbon lamps were purchased for kc peal: ead tees Gen wilh whip 
the following uses: cream, beat eggs, mayonnaise, light batters, 
500,000 for heating purposes, indicator lamps, resist- malted milk, and mix cooling drinks. 
ances, etc. An _ indispensable addition to any kitchen. 
es bility t There is an all year round demand for Eskimo 
2,000,000 for use requiring ruggedness or ability to Kitchen Mechanics because satisfied and de- 
withstand shock and vibration. lighted users tell others about this wonderful 
16,000,000 because of the low first cost of the lamp, or poet ag ae ao 
= of unusual shape or decorative character of hlemuicn, dies =e ag wins Sor curther 
ulbds. 


United Electrical Mfg. Company 
Adrian, Mich. 
Educational Publicity a 
T is a bit difficult to persuade people to read the | 
I sort of things you would have them read but most 
people would listen if you made your conversation 
short and interesting. The best way to educate people 
to electrical things is to give the education orally in 
small doses. Suppose for a week every salesman should 
ask each customer if he or she knows how to tell exactly | 
what it costs to operate a lamp an hour and then explain “ “Se —a a 
to those who do not know. This knowledge, safely F Ansa | 
lodged with.consumers, would be a beginning for other Ee! 
important information. 











Getting Busy Now 
ARDWARE dealers in small cities and villages 






are often a bit fearful about signing even a 

low figure incandescent lamp contract. This 
means, usually, that the dealer has never obtained ac- 
curate figures on the number of wired homes in his 
community and the consequent consumption of 
lamps. One dealer thought he had undertaken too 
much so he employed a high school girl to help him 
out. She went about the town selling lamps and dur- 
ing the first month she had sold $200 worth and five 
weeks after he had signed the contract the dealer 
was over his guarantee of $300 for the year. 


List Price 
$7.00 


East of Rockies 


$8.00 
West of Rockies 
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These approved cabinets have 
been selected by Powel Cros- 
ley, Jr., as ideal consoles, 
acoustically and mechanically, 
for the installation of the 
Crosley ‘‘BANDBOX.’’ Genu- 
ine Musicones built in. Cros- 
ley dealers secure them from 
their jobbers through 


H. T. ROBERTS CO. 
914 S. Michigan Ave., 
Chicago, Ill. 


Sales Agents for Approved 


Console Factories 


SHOWERS BROTHERS CO. 
THE WOLF MFG. 
INDUSTRIES 


A tremendous Crosley radio achievement for 1927-28 


ECENT court decisions which 
R clarified the radio patent situ- 
ation have amg the way for 
still greater Crosley triumphs. 
Now—completely available to Cros- 
ley—and amplifying Crosley suprem- 
acy in fullest measure, are the enor- 
mous resources, great discoveries and 
ideas embodied in patents of 
1—The Crosley Radio Corporation. 
—The Radio Corp. of America. 
3—The Westinghouse Co. 
4—The General Electric Co. 
5—The American Telephone & Tele- 
graph Co. 
6—The Hazeltine Corporation. 
7—The Latour Corporation. 
under which Crosley is now licensed 
to manufacture. 
Here are the seven big things which 
represent radio’s greatest advance- 
ment, brought together by Crosley 
and combined with the experience, 
mass production method and leader- 
ship of the Crosley organization. 
No wonder a waiting radio world 
pronounces the “Bandbox” at the 
unprecedented price of $55, Crosley’s 
paramount achievement. 


= 

The Bandbox is Shielded 

Radio coils are surrounded by mag- 
netic fields similar in every respect 
to the magnetic field around the 
earth that moves the needle of a 
compass but around radio coils these 
fields make nuisances of themselves 
by feeding back on each other. 
Heretofore it has been customary 
to make inefficient coils with in- 
efficient fields to prevent such feed- 
ing back. The Crosley Bandbox in- 
corporates copper shields around each 
coil to prevent such feeding back. 
The coils consequently can be made 
and are very much more efficient. 
The amplification of the receiver is, 
therefore, much higher—the sensitiv- 
ity is greatly increased. Condensers 
are also completely shielded from 
each other in separate metal compart- 
ments. Hitherto, only high priced 
sets have enjoyed this super radio ad- 
vantage. 


There Is No Oscillation 

The Bandbox employs completely bal- 
anced or neutralized radio frequency 
stages to prevent oscillation, instead 
of the common form of losser method. 
More costly, to be sure, but extremely 
necessary in achieving such results 
as are obtained by this marvel of 
radio reception. 


For Sharpness—- 


The Acuminators 

“Bandbox” acuminators enable “fish- 
ers” for distant stations to bring 
them in loud and clear. As powerful 
telescopes magnify distant scenes, 
acuminators increase the volume of 
far-a-way signals so they seem like 
local programs. 


Volume Control 

This is another big “‘Bandbox’’ fea- 
ture which permits full brass band 
power for those who want their 
dance notes strong and loud. For 
others, it cuts volume down to a soft 
and gentle murmur, without dis- 
tortion. 


Illuminated Dial 
A Master Station Selector has an 


illuminated dial for easy reading in 
shadowy corners. A single knob per- 
mits full tuning for ordinary recep- 
tion of local, nearby and super- 
powered stations. 


Installation Simplified 

A woven table, containing vari-colored 
rubber covered leads, makes installa- 
tion and hook-up easy for the veriest 
novice. No waiting for the radio 
service man should the batteries be 
changed. 


Easily Adapted to Consoles 
Simply remove screws in escutcheon 
and in base of set. Lift off metal 
case. Chassis now stands ready for 
installation in console cabinet. Open- 
ing in console cabinet permits control 
shafts to protrude. Escutcheon screws 
in places and—Presto! the console 
radio is complete. 


For A C Operation 
A_ special Bandbox is available at 
$65, wired specially for use with the 
Crosley Power Converter at $60. 
This special Bandbox utilizes the new 
. AC tubes which have made 
the operation of radio receivers direct 
from house current so simple, effi- 


Crosley Radio 
is licensed 
“Radio. 
adio FROOV 
Amateur, NEv ii NE 
oe 


Crosley recommends the use of 
five 201-A Radiotrons and one 
UX171 power tube, or Cunning- 
ham equivalents which are fur- 


nished at standard tube prices 
with each Bandbox. While Radio- 
tron UX-171 is 180-volt tube, it 
gives a superior performance for 
135-volt “B’’ batteries. 


THE CROSLEY RADIO CORPORATION 
POWEL CROSLEY, JR., Pres. 
Cincinnati, Ohio 
Prices slightly higher west of the Rocky Mountains 
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IMPROVED MUSICONES 
Although Musi- 
cones improve the 
reception of any 
radio sei, they are 
perfect affinities in 
finish, beauty and 
reproductive effec- 
tiveness for Cros- 
ley Radios. A new 

model built in the form of a 

Colonial Tilt-Table with 

brown mahogany finish, stands 

3 feet high. Price $27.50. 

16-Inch Super Musicone 

(As pictured Dy Bandbox) 
$12.75 


12-Inch o =. Musicone 











cient and dependable. The first three 
tubes employed in the AC model are 
UX 226. These go into the radio 
frequency sockets. The detector tube 
is UY 227, with indirectly heated 
emitter. Another UX 226 is used 
in the first audio stage. Raw 4 
current heats the filament of all UX 
226 tubes. Power tube UX 171 is 
in the last audio socket. This makes 
the “dog house’ rumble sonorously 
and the bass drums deeply boom. 


The Power Converter 

The power converter which smooths 
the alternating current is a marvel 
of engineering ingenuity. Only half 
the size ot an ordinary “‘A”’ storage 
battery, it supplies the required A, 
B and C currents, without hum. 
Finished in brown frosted crystalline. 
There are models for 25 and 60 cycle 
current. A snap switch shuts down 
the set and power converter com- 
pletely. 

Price of Power 

Converter—$69 

You owe it to yourself to see the 
“Bandbox” and listen to its remark- 
able performance. If you cannot 
easily locate the nearest Crosiey 
dealer, his name and address will be 
supplied on request. Write Dept. 132. 




















Think of the sales possibilities of a wash- 
ing machine with all the speed, all the 
thoroughness of the finest washer you 
know—plus a gentleness that is new! 


That is what the Vac-A-Tap offers. 


And already it has shown by its remark- 
ably rapid sale how delighted women are 
to get a washer of the most modern type, 
that can do fast, thorough washing with- 


out wear. 


Alert merchants see the profit opportunity 
offered in a machine that is an improve- 
ment—both in principle and in construc- 
tion—over the most advanced types, that 
is produced by an organization with ex- 
ceptional resources, manufacturing 
experience and merchandising success, 
and backed by a sales policy built on the 


broadest and most generous lines. 


You are going to hear more 








Street No. 








| The greatest 
thoro 








a new gentleness 


and more during the next few months 
about the Vac-A-Tap, its suction-squeezing 
washing principle and the Live Impellor 
which produces this new, quick, clean, 
gentle washing. Some dealer in your com- 
munity is going to profit by its success. 
Why not you? Write or wire. 

THE VAC-A-TAP COMPANY, no ttanp, micuican 








DS” A THE VAC-A-TAP C OMPANY, 
oo Dept. EG, Holland, Michigan 
Gentlemen: Please send us full Vac-A-Tap facts and 


all details of the liberal dealer policy. 
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A Royal Rochester 
Product 












The “Golden Pheasant” design is only one of several 
smart new decorations in the Royalite line this year 


Women can't resist this new 


ROYALITE Set! 


T last you can sell the woman who has always 
refused to have metal ware percolators on 
her table. 


Peautiful in all the ways that the richest English 


and French china is beautiful—classic in design— 


practical in operation—the new Royalite Urns, 
Percolators and Sets of heatproof china attract 
women you have never been able to reach. Once 
bought these new sets are used daily with pride. 


And since other women see them, one set sells 
others. 

Every Royalite piece carries a breakage guar- 
antee which assures replacement at a price so low 
that it is astonishing. Each Urn and Percolator 
is fitted with nichrome heating units with gravity 
reset safety switch. Non-drip faucets. 

Steck Royalite now. It’s a sales-getter and a 
prestige-builder. Write for sales plan. 


Rospeson RocHEstTER CorpoRATION 


New York Office and Display: 
200 Fifth Avenue 


Factory and Main Office: 
Rochester, New York 

















